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Fine carving sets 
to make a Host 
the Knight 

of any Table 


Stag shape handles and guards in 


, 
IS4+7 Rogers Bros. Silverplate 


These man-sized earving instruments take carving from the 
kitchen to the dining room table to become a pleasant and 
gracious ritual. 

Miracl-ege* on stainless steel blades ends carving problems 
...assures faster and easier cutting. Handles are fashioned 
to fit the hand and styled with a simplicity that complements 
all flatware patterns. Each piece is precision made and _ per- 
feectly balanced for unsurpassed quality. 

New carving set items available are a Roast Carving Knife, 
Ham Slicer, Steak Carving Knife, Carving Fork, and Roast 
Holder. Individual Steak Knives are also available. 


*Patents Applied For 








This Display 
FREE with 
Merchandise Unit 
No. 101-11 


No. 101-11 ROUND TABLE CARVING UNIT 


RETAIL 


$54.50 
FREE 


| 5-piece Complete Carving Set 
| #E331 Carving Set Display 


Total Retail Value $54.50 


YOUR COST $32.70 


Carving Sets available in various combinations, each set 
smartly packaged in attractive case suitable for gift giving. 
Individual Steak Knives Set of 6 $29.50 

Set of 8 $39.50 


Be first to feature distinctive ROUND TABLE carving instruments 


Call your Approved Wholesale Distributor. 


race only 8y 1847 ROGERS BROS. 


AA sacic 


America’s Finest Silverplate. The International Si/ver Co., Meriden, Connecticut, The Silver City 
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Diamond 
is a major 
purchase, treated 
with great respect by 
both ajewelerand his custo- 
mer. Very often, a major sale hinges 
on the selection that the jeweler offers, or 
the stones he is able to obtain quickly to show his 
customer. William Levine Co. makes available to 
America’s jewelers large and small, a COMPLETE DIAMOND 
SERVICE to fill each and every request. Using this extraordinary 
service, a jeweler has at his command a LOOSE DIAMOND 
INVENTORY worth millions of dollars. He also has 
the special advantage of buying from a regis- 
tered importer and cutter at prices 
that give him larger profit 
margins. For further 
information, 


write Dept. 


Importers 


AND 


le TG 





All Sizes 
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Tiny or large, angular or symmetrical, 
elegantly simple or beautifully decor- 
ated—there is a quality watch designed 
to match the personality of every wearer. 
The American jeweler projects a quality 
image. What better way to maintain 
and foster this image than by display- 
ing such quality products? Is the ideai 
watch for your next customer displayed 
to enhance its beauty? Or is it camou- 
flaged amid the clutter of an over- 
crowded showcase? New ideas in watch 
design are constantly being introduced 
to the style-concious public. Read about 
these “Fashions in Watches” starting on 


page 68. 


FASHIONS 


JEWELERS CIRCULAR-KEYSTONE 
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make fine gifts... 
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IN SHOWCASES 





SSS 
BESIDE CASH REGISTERS 


New round-the-store Zippo Christmas display 


POT THIS cheery small-space Zippo 
Santa display at various key locations 
throughout your store. 
Aa Pa aa ae ZIPPO HOLIDAY ASSORTMENT 
Youll pick up a fast $8.00 on a $12.00 HA-1200 
investment at each location. Don’t be afraid 
to order several of them. They'll sell! And 2 No. 1610 High-Polish Slim-Lighters @ $4.75 .......... $9.50 
with Zippo there is never any need foran =: 3 No, 200 Brush-Finish Lighters @ $3.50 
fter-Christmas mark-down sale. aA 
sheen | ? : 1 Holiday Assortment Display 
| ae Zippos cho display are set flush | Total Retail Value 
in a Sty rofoam pase to discourage pilfer- . ERE ES ERP ee 
age. [he display has an easel attached. 
vs ” YOUR PROFIT . 
Zippo Christmas gift sales will be spurred 
by full-page advertisements in LIFE, THE 
READER'S DIGEST, and magazine sections 


of SUNDAY NEWSPAPERS. ZIPPO MANUFACTURING COMPANY, BRADFORD, PENNSYLVANIA, CANADA LIMITED, NIAGARA FALLS, ONTARIO 
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Americans NEWEST 
AND MOST POPULAR ITEMS 


Style Leaders in High Fashion 
Quality Jewelry Chains 
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Teen Age Popularity Display 
Shown Approx. 2 Actual Size 


Sterling Charms & Brace- 
let assortment to retail 
at $) each. Display hus 
self storing compartment 


in back. Holds 3 doz. : 3 or Manufactured in 
~~. &°1 doz. Chains. Sterling, 12 KT. Gold Filled, © 
| | | | 10 KT. & 14 KT. Gold. 
Sold only thru the wholesaler 
Items shown actual size 


: : 
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a: 7 JEWELRY CHAIN CO. 


560 ATWELLS AVE. PROVIDENCE, RHODE ISLAND 


MIDWEST ; WEST COAST EAST COAST 
HENRY OHLHAUSEN PHILLIP NAFTALY & SONS LYALL S. MARKS 
29 E. Madison 420 Market St. 303 5th Ave. 


Chicago, Ill. San Francisco, Calif. N.Y. C. 16, N. Y. 
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Kopoiner need! 


THE PERFECT FINDING 
KITS...MADE BY 
AMERICA’S LEADING 


\ MAKERS OF FINDINGS 
AND RINGS 


FINDING KIT 
NO.1 


. 14K Gold Die-Struck Shanks 


CONTAINS YOUR COST 


‘ 48 SHANKS in 24 Styles (yellow « 
¥ | REPAIR SHANKS in ': « — 00 
= : HALF-ROUND SHANKS in 3 different weights 
—<_ ; SCULPTURED SHANKS 
~ SHANKS for Melee and Offset or Bypas COMPLETE 


-_— 


FINDING KIT 
NO.2 


14K Gold Die-Struck Settings 


CONTAINS YOUR COST 


89 SETTINGS in. 15 different type r 
Assortment of sizes ~§ 00 
16 to 2 carat & 4mm to 10mn 
ILLUSION, FISHTAIL, 4 & 6 ‘ 


PRONGS COMPLETE 


PEARL, EMERALD CUT 
STELLATE and new. type settings _ 


When you buy two kits, you will have at your 
fingertips, a selection of findings that will enable 
you to take care of practically all of your repair 
and special order requirements with the very 
finest elements in the newest designs. 


Write for the name of your nearest supplier. 


KARLAN « BLEICHER, inc. 


Creators, Designers and 


wholesaler naa Manufacturers of Perfect Ring Findings 
has them Fa 136 WEST 52ND ST., NEW YORK 19, N. Y. 


OFFICES IN PHILADELPHIA, CHICAGO AND LOS ANGELES 
STONE RING DIV.: FALCON STONE RING MANUFACTURING CO. 


a i r 
in stock! Phone: JUdson 6-6700 
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Brings Gift Pen Business 
Back to the Jewelry Store 


Pen sets are big gift business 


seven out of every ten pens are 


\ | purchased for gifts! So pen-buying traffic is gift-buying traffic - 
this is business you want. Many jewelers are now enjoying greater 


gift-pen profit and creating greater store traffic with the “‘Parker Formula.”’ 


basic sales plan is based on these facts: 


|. Put the Parker ‘Golden Jotter’’ in your window to 


draw in customers to choose from your complete line. 


2. Display the ‘'Golden Jotter'’ in Parker's handsome 
counter case. Spark the customer's interest either by 
showing him a Parker set or a higher-priced model— 


trade up’ the sale for added profit. 


This simple 


3. Show the customer Parker's presentation display. 
Suggest a fountain pen for fine writing—a_ ballpoint 
for casual writing and a pencil for figure work. Expand 


the sale from one unit to a possible three unit. 


4. Offer your credit plan or your charge account 


service on the purchase of quality writing instruments. 


There’s nothing fancy or involved about this — but it’s working in many good jewelry 


stores. It works best with Parker merchandise because Parker now as always is 
a quality product, highly styled, most advertised, with a truly pro- 


jeweler’s line’”’ 


“‘the 


tected profit through the Parker franchise. Your Parker account manager will tell you 
more about the ‘“‘Parker Formula for gift pen sales.”’ 


Jeweler’s Window Display 


Jeweler’s Special Counter Case 
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GURING? 


> a ON SELLING YOUR STORE OR STOCK? 
~~ 


Don’t forget these intangibles ... 
they add up to DOLLARS AND SENSE! 


SPEED 


Your store is never worth more than the 
day you begin figuring on selling it. Delay 
means depreciation. SPEED means Dollars 
and Sense. 


ra CUT 
CA 4 a TW 
Speed Peete on CAPACITY! A firm's 
capacity to buy your store and pay cash 
at the moment you want fo sell it, no mat- 
ter when, where, or what its size. 


De a2 AP ERED 

KAPEI Et cIENCE 

Capacity includes EXPERIENCE. Knowing 
the most profitable way of handling your 


particular store after buying it... thus abil- 
ity to pay you maximum in the first place: 


REPUTATION 


REPUTATION is the most intangible of all, 
but you know what value you place on 
yours. Don't compromise it! 


CONSULT . . F it f. Fee 


it figures 
OLDEST AND LARGEST CASH BUYERS OF JEWELRY STORES AND STOCKS IN THE UNITED STATES 


38 Bromfield Sireet, Boston, Massachusetts. Telephone HAncock 6-3233 


WRITE FOR THE BOOKLET: “DOLLARS AND SENSE FACTS AEOUT SELLING A JEWELRY STORE OR STOCK” 
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CLINCH SALES...INCREASE PROFITS WITH 
THESE EXTRA ADVANTAGES AT NO EXTRA COST! 


¢ GENUINE HAND CARVING '« ORIGINAL, ADVANCE DESIGNS 
¢ EXPERT -CRAFTSMANSHIP * UNSURPASSED QUALITY * POPULAR PRICES 


W vaRvid FOR THE WAND BELOVED 
AND 























' TS RR — he Handsome two-tone cre 
Five fine:diamonds | 
aelelehaba-semmeit-)-4eler-F0R atm 
individual prong settings 
brilliantly embellish the 
magnificent hand carved 





























ation designed with 
beautiful 14K yellow 
gold Satin finish center. 
Bright hand carved 
-recessed white scallops, 


Florentine finish. Tap- 
ered. In 14K white or 
yellow gold. 

Keystone $162 per set. 


Three fine diamonds in 
artistically contoured 
white gold raised setting 
enhance the exquisite 
hand-carved Florentine 
and bright finishes. Tap- 
ered. In 14K: white or 
yellow gold. 

Keystone $119 per set. 


Skillfully,hand carved by our own expert craftsmen and artisti 


elelemr-hGae-lendh',-malredalilsale—y 
Men's 8mm. Ladies’ 
10mm. 

Keystone $60 per set. 


































































































Sculptured pattern dar- 

ingly defined by columns 

of luxurious Dia-matte 
, » finish and contrasting 
44 i gia m& \WS AY LANE bright stepped edges. In 
n 14K white or yellow gold. 
Men’s 8mm. Ladies’ 
10mm. 
Keystone $56 per set. 
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ince-styled to appeal to the man and 


woman with discriminating taste. our new, exciting line of Bare! Bridals will again be your biggest selling 
profit-packed matched wedding ring sets 


f 


Available at amazingly modest prices and in a large selection of exclusive designs #om classic simplicity to 


snlelel-1aam-lele)asianl-ia) ome iam 206) monale) ie -me) mUibeg- Es sal-1 aan arclale 
far the most enduring and finest obtainable anywhere 


The Barel signature 


carved Swedish and Florentine finishes proven by 


o 


appears In the shank of every ring to 1 genuine hand carved original 


= 


| 
} 


Controlled distribution . . . sold: by the manufacturer directly to the retailer @ Free mats upon request 
Traffic-stopping display unit also available e DEPENDABLE 24-HOUR SERVICE ON ALL SPECIAL ORDERS 


BRIDAL RING CO., INC., 88-06 Van Wyck Expressway, Jamaica 18, L. I., N. Y. 
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NOW. on BRIDAL RING CO. INC. esassiele: 


_ Barel Bridals Matched Wedding Ring Sets 
PRESENTS A RADICALLY DIFFERENT, ORIGINAL LINE 


° POPULARLY PRICED FOR INSTANT SALES 


e ARTISTICALLY DESIGNED FOR INSTANT APPEAL 
e FEATURING MAGNIFICENT HAND CARVED FINISHES 


As part of their expansion program, Bridal Ring Co., Inc. has created 
Lalo Mim anecelelelolialcm com aal-mde-lelsm-mal-\earell-)elaleneh’-milal-me)melidg-maslelel-iae 
rings destined to delight the connoisseur. In keeping with the 
renowned Barel tradition, all are completely original in concept and 
reflect the ultimate in elegance. 































































































































































































































































































Majestically crowned 


aie) el-igemeler-lite mmell-aaihy 
relidela-lemmmlel-jage)el-mel-r-1a 
ialemaie-1-@o4-1alvilal-m- lanl 
thysts enrich the grace 
ful sheaf of leaves mag 


with seven fine dia- 
monds, the contoured 
aiejolelemanie)apmi-m-lelelgel-e 
with alternating beau 


A genuine black star 
sapphire adds dash to 
\dal-mmar-lalel-velesl-mm i lela-ta 


Three fine diamonds in 
a striking marquise set 
ting are flanked by wide . 
dial -Medlalt-lamar-lalemer-lari-le and handsome panels 





on the bold free form 


of contrasting Satin 
and bright finishes. 


tifully hand carved 


nificently hand carved 
mlola-san@hal-mr-halem olarcaan 


with Swedish finish. 


“Stop this man’s ring 


finishes. 


Diamonds, highly cultured pearls, precious gems and ‘Linde’ Stars 
beautifully adorn the ladies’ rings. The men’s’ are handsomely 
designed with diamonds, genuine black star sapphires and ‘Linde’ 
Stars. Their exquisite Swedish and Florentine finishes, meticulously 
hand carved by our own expert craftsmen, are the most enduring 
ale mn alal-s-) ane) e)¢-) lar eliomt-lah Av aal-1a-e 


And to give you fast sales and repeat business, this outstanding col 
lection is available in a wide range of popular prices and a large vari- 
ety of exclusive styles skillfully crafted in 14K white or yellow gold. 


OfoTahadelii-cemelt-tea)el0hale)amm mle) lem oh medals Mtaal-lelehe-| endl a=) ame lia-iet alae cele Galil ache: fils 


BRIDAL RING CO., INC. 


88-06 Van Wyck Expressway, Jamaica 18, L. |., N. Y. 
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hey Poth Chose GEMEX 
The Merchandising Unit With Sales Appeal 


IT SELLS—flashing light draws attention -- highlights the 














r ndise. 
They both chose mercha 


e° FLEXIBLE—display any combination of color coordinated 
pads of GEMEX merchandise. 


VERSATILE—display on the counter or in the window. 


PRACTICAL—welded wire construction, modern design, 


illustrations keyed to the selling season. 


EXTRA VOLUME-— the theme will be continued in future 


promotions and advertising. 


See your 


GSEMEX wholesaler 
for GEMEX A6lI6é Assortment. 





7 ‘: 
from DGEMAEx< 


NEW, stronger construction--feel the difference ! 
14 Kt. G. F. top covers at no extra cost. 

Full price range $5.95 F. T. |. to $9.95 F. T. I. 
Extra markup. 


Beautiful Jewel Case—a $9.95 value, yours FREE! 


Keystone $164.70 
Retail Value $193.80 F. T. I. 
JEWEL CASE FREE 

















CS — M — ~~ PRECISION METALS, INC. @ UN 
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Deck the walls with clocks by SESSIONS 





Women buy fashion, and SESSIONS just plain out-fashions all others! Model for 
model and price by price, SESSIONS is years ahead in electric time. Here’s our 


stunning new page to appear IN FULL COLOR during the Christmas shopping 





peak, in SATURDAY EVENING POST « LIFE - LOOK + SUNSET. Your customers, bent 
on buying, will respond. And to your profit—if you stock SESSIONS electric clocks. 
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y ON 
NEW AUTOMATIC ZOOM CAMERA—AUTO-THREAD ZOOM 
PROJECTOR OUTFIT with Travel /Tote Case. (Shown above. ) 
K-7 Electric Eye Zoom Camera with f1.8 lens, zoom view- 
finder. K-65Z Auto-Thread Zoom Projector with f1.5 lens, 
Tru-flector Lamp. Sylvania Sun Gun — brilliant new 
movie light. Exclusive Projecta-Viewer Attachment* — 
for power viewing. Handsome Travel/Tote Case with 
aluminum frame and lock clasps. Leather Camera Case. 
Movie Scene Record Book. Table Top Screen.* 
CP-657Z NET: $152.90 Suggested list: $269.50** 


DELUXE ZOOM OUTFIT. Same as above, with K-98 Auto- 


Thread Magnascope Projector with reverse, still. 

CP-987 NET: $164.80 Suggested list: $299.50** 
“ULTIMATE” AUTO-ZOOM OUTFIT. Same as above, with 
K-106Z Auto-Thread Zoom Projector with Projecta- 
Viewer. CP-167Z NET: $197.80 Suggested list: $349.50** 
POPULAR-PRICED ZOOM OUTFIT. K-7 Automatic Electric 
Eye f1.8 Zoom Lens Camera and K-62 Magnascope Pro- 


jector. Complete Accessories. 
CP-627 NET: $118.60 Suggested list: $199.95** 


to sell your entire market, top to bottom 





All-New 
Movie Outfits! 


NEW LOWEST-PRICE TURRET OUTFIT featuring K-26X 
f1.8 3-lens Turret Camera, K-62 Magnascope Projector. 
Complete Accessories. 

CP-623 NET: $79.90 Suggested list: $139.95** 


NEW ELECTRIC EYE TURRET OUTFIT. K-4C 3-lens, 2.0 
Electric Eye Turret Camera and K-62 Magnascope Pro- 
jector. Complete Accessories. 

CP-624 NET: $93.90 Suggested list: $159.95** 


NEW BUDGET OUTFIT featuring K-20 f1.8 Lens Camera. 


New K-62 Magnascope Projector. Complete Accessories. 
CP-621 NET: $64.90 Suggested list: $99.95** 


FULL YEAR GUARANTEE on all Keystone Cameras and Projectors 
... registered in your customer’s name. 


* Optional Extra 


** Manufacturer’s 
suggested retail price. 


KEYSTONE 


Keystone Camera Co., Inc. Boston « New York * Chicago « Dallas « Denver « Los Angeles « Seattle 
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WHO 
WAS WORTH 
20 
AN HOUR... 














FOR NAMING THIS NEW Dewioonw PLASTIC RING CASE? 


Our April contest was the best yet. It drew more entries catalog pages are yours for the asking. Write for your 
than any previous contesi. It’s not surprising! For, this free copies today. 
new plastic case is one of the best-looking and best-selling 
cases we have ever announced. 
, a eo ; CONGRATULATIONS TO THE WINNER 
We’re sorry you didn’t win the $50 prize for the most TOM KILKER 
distinctive name. The winner’s name is displayed below. Ed Tigges Jeweler 


Congratulations to him. 5847 Geary Bivd., San Francisco 21, Calif. 

But you can still be a big winner by displaying and pack- 

_— your rings eaore and other Dennison cases... MARLBORO, 
plastic, paper or metal form. MASSACHUSETTS 


No other line can match the elegance per dollar which ; | 
Dennison builds into every case. Seeing’s believing. New Helping you compete more effectively 
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TRADE THEM UP TO HAMILTON 


The world’s largest selection of fine watches Hamilton Watches...head of the Hamilton fam- 


lets you sell the features your customers want ily of profitable products—including Wallace 
this Christmas...at full profits. Silversmiths. 


JHITANIILTO!N : 


HAMILTON WATCH COMPANY, LANCASTER, PENNA. 
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Parlay your sales and profits 


 Teeker 


BILLFOLDS 


Play this winner across the board... cash in on the complete line of 
MEEKER smooth, grained and hand-tooled designed leather items! 


your share of business with the most 
comprehensive leather line for men.. 
billfolds, key cases, pocket 
secretaries, card cases, fitted cases, 
and matched sets. 


G raj MEEKER displays in prominent 
Pie LAGE: spots in your stores and windows to 


_— impulse buying. Ask about 


our special counter displays and racks. 


‘(tTil/ rt bigger profits... greater volume... 
SHO faster checkouts with MEEKER— 
LLYN, the line the means sales action! 


Put your money in MEEKER! See the complete 
line of MEEKER’s personal leather goods. 
Write today for MEEKER’s free catalog. 


FR TAKES 
‘eereyris 


W INNE i} 
... With MEEKER 3-piece coordinated 
sets In attractive gift boxes. Sure way 
to stimulate additional sales 


*P/us excise tax 


THE MEEKER COMPANY, Joplin, Missouri 


' : : 
4 & ad 4 i 4d dS 
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340—Nine 
leathers. Double 
compartment 
secret pocket. 
Removable case, 
spare key slots. 
Retail $5” to $35 


88—Thin. 
Expanding ends. 
Tooled and plain, 
Secret pocket 
Retail $5.50* to 
$20 


749—Compact. 
Slide-in pass 
case. Double 
compartment 
secret pocket. 
Tooled and plain. 
Retail $5° to $25 


66—8-card 
removable pass 
case. Expansion 
gussets. Stitchless 
construction. 
Retail $5* to $15 








Stock Norelco rete’ No. 1 Electric Shaver 


[BIOGAS ODIETERNESSS88 CD ITIAAYDS 


\ 


Get your share of the 
B-0O-0-M-I-N-G 
CHRISTMAS BUSINESS! 


From now until Christmas you'll see some real 
selling fireworks to skyrocket your Norelco 
gift sales. Norelco gives you: 


. . featuring 
exclusive 


¢ A Really Complete Line . 
world-famous rotary blades... 
‘floating-heads’. . .‘flip-top’ cleaning! 


* Clean-As-A-Whistle Sales Policies . . . 
no wheeling... no dealing... . no “‘angles”! 


e Steady, Forceful Advertising and Pro- 
motional Support. On TV, co-sponsorship 
of ““The Roaring 20’s” plus weekend “blitzes” 


of TV spots... Full pages in LIFE, LOOK, SAT- 
URDAY EVENING POST (full-color spreads before 
Christmas) . . . “Special’”’ campaigns for the 
New Sportsman, Lady Norelco and Coquette 
in 20 additional magazines .. . Selling ads in 
175 big-city and 800 hometown papers... . 
Eye-catching Co-Op ads for your area... 
plus Sales Aids aplenty for your windows and 
counters! 

¢ The Top Name In The Shaver Field ._ . 
Norelco . . . the name the Public knows and 
has faith in... the name you Dealers can de- 
pend on, year in and year out! 


STOCK...DISPLAY...PROMOTE NORELCO FOR THE BIG HOLIDAY B-O0-O-M! 


SN 


NEW Norelco 

Famous ‘floating-head’ 
Speedshaver — Adjusts to 
facial contours. 110/220 
volts. New model SC7870 
(AC/DC) $29.95* with 
handsome case. 


All-New Sportsman — 
Plastic case with mirror. 
Battery-powered. SC7930 
$19.95* (less batteries). 
Special Sportsman with 
adaptor for boat or car 
use. SC7779 $24.95*. 


*Suggested Mfrs. Retail Price 


100 East 42nd Street, New York 17, N. Y. Norelco is known as Philishave in Canada and throughout the rest of the free world. 
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NEW Norelco 

‘Flip-top’ Speedshaver® 
Self-sharpéning rotary 
blades. New Model 
SC7914 (AC/DC) 110 
volts. $24.95* with case. 
World’s best seller. 


NORTH AMERICAN PHILIPS COMPANY, INC. 
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Coquette — Lipstick- 
shaped. SC7787 (AC/ 
DC). $17.50* with case. 
Lady Norelco -—twin- 
head rotary action. 
SC7788 (AC/DC) $24.95* 


with smart travel case. 


are in the 
SJ olevairedaye 


Beauty of design and 
magnificence of the Linde 
Synthetic Star Sapphire 
combined in precious 14K 

white gold, accented with 2 
fine diamonds. From Star 

Ring Mfg. Co., Inc.., 

Buffalo, New York. 


See 


‘Linde’ * Stars are the only synthetic star sapphires and star rubies produeed under quality controls. 


The major jewelry manufacturers listed here spotlight ‘Linde’ Stars in some ef their best selling creations 
NEW YORK CITY J. & H. Flyer Perkel & Klein, Inc. BUFFALO INDIANAPOLIS, IND. PENNSYLVANIA 
. ; Flyer Brothers Aaron Perkis The Bock-Lewis Co. Baldwin-Miller Co., Inc. Byard F. Brogan 
Alsan Mfg. Co. Harry & Ben Frackman, Inc. gamuyel Platzer Co.. Inc Clark Ring Co. Goodman _and Company PROVIDENCE. R. 
Axel Bros., Inc. Gevertz & Co., Ince. : ; ) DETROIT, MICH Ans Ine 
‘ ilas , aft : olan & Buliock Co., Inc 
M. Boner Company Goldstein-Gerson Co David Sarkin, Inc. MINNEAPOLIS, MINN. J. J. White Mfg. Co.. Ine 
Botell Ring Co., Inc. Green & Co., Jirs., Inc. William Schneider CHICAGO, ILL. a bee ae NEW JERSEY 
J. L. Brandt Co. Harry a Inc. 1 Schuman & Donchi, Inc. rege SF Co ST. Louis, Mo. Murray Chuven 
Bristol Seamless Ring Corp. oven mins Co. o., Ine. Retecen Teen. Emil Braude & Sons Kinsley & Sons, Inc. Church & Company 
Coronet Jewelers Irvring Co. Skalet Mfg. Co., Inc. Hart Ring Co., Inc. OHIO Scat aay _ I 
Davidson & Sons Jiry. Morris Kaplan and Sons . Hirsch & Oppenheimer Fratianne Mfg. Co. ; y SF, 8, ~ 
, ] p Sons Veejai Creations A tava & I Goodman Mfg. Co Jones & Woocland Co., Inc 
Co., Inc. Charles Koppel Ring Co. 1 R. Wood & So 1 Harry Rotter “Inc. ‘ . - Larter & Sons, Inc 
D’Esposito Bros. K.S.K. Jiry. Co., Ine. —— = wae, one. Fred Seltzer Co., Inc Swirsky Bros., Inc. CHATTANOOGA, TENN. 


E. S. Feinstein & Co. Mercury Ring Corp. Yours & Mine Stein & Ellbogen Co. The Victor Corp. John Ullenberg, Inc 


Add YOUR name to the growing list. Call or write to: 


CHARLES F. WINSON 


WORLDWIDE DISTRIBUTORS -« S80 FIFTH AVENUE, NEW YORK 36.COLUMBUS 5-2656 


* ‘Linde’ is a registered trademark of Union Carvide Corp 
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1 HELPS YOU GET MORE AND» 


Sells 17 jewels, The 2 key ways to save 
Swiss on the dial dollars and disappointment 
Never before a promotion like this! when buying a watch 


Turns bargain hunters into quality 
watch buyers. Helps upgrade your 
average watch sale. 





ticad (shown at riant) wil! be 
35,131,000 people in a full 

or spread in READER’S 

31,519,000 will see the hard- 

LIFE magazine version. What's 

if customers will be readina 

NiSS 17-Jeweled Watches not 

ust once or twice but week after week 
1 November and December-—your 
peak selling season. The result? More 





ty A atches and more 


. x ges 
eaders F 3 | 
Digest 





l. SWISS ON THE DIAL. $20 to $2.000 — popular quality . 17 JEWELS IN 


THE MOVEMENT. The jewel 
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BETTER WATCH BUSINESS! 


HERE’S HOW TO | for re and watch hh 
USE THIS CAMPAIGN | Manage price or style 
TO BOOST YOUR | 





WATCH PROFITS 


Dramatic metal and plastic 
permanent display. 


1. In your window or on your counter 
this permanent display gives your store 
the full benefits of a million-dollar 
Quality Swiss Watch promotion now. 
Permanently helps you upgrade your 
average watch sale! The order form 
to obtain this display has already been 
mailed to you.* 


2. Eye-catching tie-in mat ads (in- 
cluded with the permanent display) 
make your store headquarters for the 
Quality Swiss Watches your customers 
will be reading about in America’s two 
most popular magazines. 


3. Also avaliable are full-color repro- 
ductions of the Quality Swiss Watch 
ad as seen in Reader's Digest, hand- 
somely mounted and laminated for 
maximum impact. Limited supply. 


Make the fullest use of all these selil- 
ing aids in your store. The more you 
tie in with this unprecedented cam- 
paign, the more it will do for you. 

*if you missed it, send $1 in check, mon 


or stamps immediately. The supply 


do it today 


The Watchmakers of Switzerland 


cio Suite 1105. 730 Fifth Avenue. New York 19. N.Y. 
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| FINE PALLADIUM JEWELRY 


Magnificent palladium pin lavishly These graceful pearl necklaces illustrate the new Wonder-Lok* clasp, Diamond finger ring set in palla- 
set with diamonds. Robert Alt in diamonds and palladium, as executed by Kurt Wayne, 580 Fifth dium. D’Lanor Jewel, 220 West 5th 
man, Inc., 38 West 48th Street, Avenue, New York, N. Y. *Patent pending. Street, Los Angeles, Calif. 

New York, N. Y. 


Diamond and black star sapphire pin Lavishly-fashioned palladium brooch set with genuine em- Lovely heart ring with baguette and 
executed in two-tone palladium and gold eralds, sapphires, rubies and diamonds. Palladium ring with round diamonds, set in palladium. 
by Marvin Hime & Co., Inc., 228 South center of synthetic aquamarine stones. The Reis Company, Shved & Cohen, 121 West 47th Street, 
Beverly Dr., Beverly Hills, Calif. Inc., 238 South Meridian Street, Indianapolis, Ind. New York, N. Y. 


Palladium engagement rings (U.S.M.A. 1963 Finely-designed thistle pin in 18K gold with dia- Unique petal ring with center diamond 
Class miniatures); one, a blue zircon, the other, monds and rubies set in palladium. Marca D’Oro, and diamond-studded petals set in pal- 
a faceted sapphire. Herff-Jones Co. (Loren Murs- Inc., 71 West 47th Street, New York, N. Y. ladium. Erwin Pearl, 5 East 47th Street, 
chison Div.), 571 Broad Street, Newark, N. J. New York, N. Y. 


For more information and prices of these distinctive pieces, write to the individual manufacturer. 
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HIGHLIGHTS THE RJA SHOW 


2) 


These two exquisite palladium cocktail ring Delicately-designed palladium leaf pin set with Diamond and sapphire twist ring set in pal- 
mountings will faithfully reflect the beauty of diamonds and emeralds. Fred Zink (Successor to ladium, matching diamond palladium band. 


the stones to be set in. Made by Kinsley & Louis J. Andreini Co.), 220 West 5th Street, Los J. Abraham & Son, 7 West 45th Street, New 
Sons, Inc., 407 North 8th Street, St. Louis, Mo. Angeles, Calif. York, N. Y. 


— 
; 


t : 


" 
vs 
RQ RAG ee «) 


~ 





Cross and shrine pins with diamonds A distinctive collection of wedding rings in a variety Beautiful ring and drop with centered pearls 
set in palladium by S. Scharf, Inc., 71 of palladium mountings. Byard F. Brogan, 801 Wal- surrounded by multiple diamonds set in pal- 
Nassau Street, New York, N. Y. nut Street, Philadelphia, Pa. ladium. Honora Jewelry Co., 42 West 48th 


Street, New York, N. Y. 


Flattering bangle bracelet with diamonds and sapphires 


set in palladium by Jack Gutschneider Jewelry Co., 665 watches in palladium. Lucien Piccard Watch Corp., 550 Fifth Avenue, New York, N. Y. 
Fifth Avenue, New York, N. Y. 


PA LLAD U M ...A precious metal of the platinum group 


PLATINUM METALS DIVISION ¢ THE INTERNATIONAL NICKEL COMPANY, INC., 67 WALL STREET, NEW YORK 5, N. Y. 
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CCENT 
ON | 
YOUTH , 


new rings 
handsomely 
designed for 
the tastes and 
pocketbooks of 
young men 


Hematite 
with 
intaglio 
5145 


Topaz-Quartz 
65147 


These modern, 
masculine stones 

and settings in 

10K yellow gold 
reflect the famous 
Church craftsmanship - 
plus particular appeal 
to the young in heart. 


Manufacturing Jewelers 
2 Garden Street, Newark 5, N. J. 


ey 
OFTEN 


Trade mark registered 
AMERICAN 
in U.S. & Conada GEM SOCIETY 


Thev re New... 


“Good Hunting” is one of five new “Hum- 
mel” figurines. The porcelain piece is 5% 
inches high, priced at $10 retail. Manufac- 
tured by W. Goebel Co., Bavaria. Distributed 
by Schmid Bros., 280 Summer St., Boston, and 
Ebeling & Reuss, 5th & Locust Sts., Philadel- 
phia, Pa. 


“Florentine” is a recent addition to the 
“Komfit” line of watchbands; available in 
gold filled, gift packaged. From. Forstner, 
Inec., Irvington, N. J. 


Man’s pocket manicuring set is made of 
English steel; has scissors, nail file, cuticle 
pusher and two-bladed pocket knife contained 
in pigskin leather case. From F. O. Merz & 
Co., 100-106 N. 68rd St., Philadelphia, Pa. 
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if 
one 
picture 


~~ é 
~~ the 1474 patterns shown 
in the JC-K STERLING 
FLATWARE PATTERN 
INDEX are worth 1,474,000 

words of practical, 
sales-making value! 


No other book tells as much (all you need to know) as this 
illustrated encylopedia of all sterling flatware patterns. The 
current Sterling Flatware Pattern Index contains 1474 ac- 
tual-size illustrations of active, inactive and obsolete pat- 
terns made by manufacturers in this country. 


Easy-to-use, this exclusive reference book has a complete ; t 
index which lists: Peers Sena 
@ the manufacturer’s name 
@ the pattern name 
@ the current status of every pattern 
@ the company trademarks 


The current Sterling Flatware Pattern Index is handsomely 
printed on durable, heavy coated stock. It is conveniently 
furnished in loose-leaf form. Revision sheets are made avail- 
able every few years so you can keep the book up-to-date. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
Chestnut and 56th Sts., Philadelphia 39, Penna. 

Enter our order for a copy of THE STERLING FLAT- 
WARE PATTERN INDEX. 


[] With Binder $27.50 [] Without Binder $17.50 
[]) Revision sheets (only) $7.95 


This book is a ‘“‘must’’ for every—Jewelry store, Antique 
shop, Department store, Collec- 
tor, Mail order house, Flatware 


manufacturer 
Order your copy today! It’s wonderful to see so many Check or Money Order for $.............. is enclosed 


people congregate around you when they know you have 
so much information at your fingertips. 


FOR THOSE WHO ARE ALREADY USING THE INDEX THE 
1961 REVISION SHEETS WILL BE SUPPLIED AT $7.95 


Street 5 
5 


ee ee ae ee ee ee ee ee oe 
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They’re New... 


The “Royale” features an “ultra-thin” 14K 
yellow gold case with “unbreakable” main- 
spring, incabloc and is anti-magnetic. Priced 
at $105 retail, with black or white dial. From 
Jules Racine & Co., 20 W. 47th St., New York. 


HANDI-FOLD Buckle SER IS 
with Rist-Komfort 72,2 tee 
Expansion Feature 


Heavy mesh men’s band in 14K gold has 


raised edges and rounded ends to accommodate 
F S ‘= N VW ANe, 7 a round-faced watch. From Hammerman Bros., 
| 31 W. 47th St., New York. 


WATCHBANDS OF EXCELLENCE 


First choice of eminent watch houses for their finest 
watches. Contact your wholesaler or order direct and 
state his name. 


AMERICAN MADE THROUGHOUT en I 


eS “Executive” pen and pencil set in 14K gold 

mae. ee aM features star ruby ball point refill. The set 

WRITE FOR CATALOG : , is priced at $100 FTI gift boxed, individual 

dies pens or pencils at $50 FTI. From A. T. Cross 
Co., 1058 Broad St., Providence, R. I. 











& 


ga3° 
ALL-SIZE: 
Each model tilustrated ts a — 
length-adjustable in seconds. ey i en 2 ae 
“Golden Shield Powered by Hamilton Beach 
S-100” straight stitch model features built- 
in light, forward and reverse lever, auto- 
KESTENMAN BROS. MFG. CO. matic darner, drop-feed control and snap- 
PROVIDENCE 3. RHODE ISLAND. U.S.A. out race. Retails for $79.95. From Golden 
Shield Corp., Great Neck, N. Y. 
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Golden Opportunity! 


New ROYALS made exclusively for Jewelers! 


This is it! The big ROYAL program that’s 
going to make the portable typewriter one of 
the most profitable items you stock! ROYAL 
is going all the way with this program to 
make your portable business a big business. 

They've created two exciting new port- 
ables for “jewelers only”... giving you an 
exclusiveness that will protect the profit mar- 
gins you require! Plus complete point-of-sale 
material, training program for sales person- 
nel and ROYAL service stations throughout 
the country. 

And here is what youll be selling... 
exclusively! The new gleaming-with-gold 
EL DORADO®! It can’t miss with all these 
famous ROYAL features: Full-sized keyboard, 


fast margin setter, all metal frame, solid 
steel construction. And, it’s a price leader 
at $59.95! 

The new ARISTOCRAT® is your “step up” 
model. A big, full-sized ROYAL portable with 
extra luxury features like Magic® Column 
Set Tabulator, 2 extra symbols ( and 
up to 3-line spacing. 

What else have you got working for you? 
Most important of all, the market for ROYAL 
portables is growing steadily! This year— 
22 million back - to - schoolers alone! How 
many coming your way? Ask your ROYAL 
representative. Call today, or drop a line to 
Royal McBee Corp., Appliance Division, 
850 Third Avenue, New York 22, N.Y. 


CY, 


SPECIALISTS IN BUSINESS MACHINES 


SOREL. a ay, 


©1961 ROYAL McBEE 
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NEW, golden-hued 


\ 
( 


with BP * 


*a bonded protectant that keeps 
this distinctive table service bright 
and sparkling through hundreds of times 
in use... without polishing! 


NOW AVAILABLE FROM THE FOLLOWING 
AUTHORIZED DISTRIBUTORS 


ison Company, Ine 
\\ SCons1TT Avenue 
Wisconsin 


tock-Hoeffer Watch & Jewelry C: 
East llth Street 
Kansas City 6, Missouri 


J. H. Gross & Co 
3210 Euclid Avenue 
Cleveland 15, Ohio 


The Gorenflo Company, In 
940 Kast Jefferson Avenue 
Detroit 7, Michigan 


wold, Wallenstein-Maver C« 
3 Kast 4th Street 
Cincinnati 2, Ohio 


Massachusetts 


S-K-I. Company, Inc 
15 West 47th Street 
New York, New York 


S. H. Clausin and Co 
41 12th Street North 


Minneapolis 3, Minnesota 


ridian Street 
India! a 
The Ball Company 
2121 South Flower Street 


ae 


Los Angeles 7, California 


Jewelers 
Vashineton Street 
Jersey 


Kdward Blefant & Company 
657 Mission Street 

Suite 205 

San Francisco 5, California 


Dirilyte is a solid metal, golden colored 
throughout . .. lifetime lasting . . . tastefully 
sculptured in smart patterns to compliment any 
decor. With the trend to color, the accent on 
gold in today’s fabrics and furnishings, new 
Dirilyte with BP is the wanted table service 
that will create sales in your store. 


DIRILYTE COMPANY OF AMERICA, INC. 


Kokomo, Indiana 


a 








i hey’re New... 


Plaque features an “A” figure sailboat elec- 
troplated and finished with lacquer, mounted 
on an octagonal walnut base with a bevelled 
edge. The engraving plate is of commercial 
bronze. From A. C. Rehberger Co., 2134 N. 
Magnolia Ave., Chicago, Il. 


hy ~ “a A M9: on Gg 
sii il ecer 3 ' tee i « 
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Hamilton’s “Bentley” has a 10K gold filled 
yellow case with gold filled woven mesh brace- 
let, and a silver colored dial with 14K gold 
numerals offsetting a radial brushed back- 
ground. It has a 22-jewel movement, is priced 
at $99.50 FTI with bracelet shown, at $85 
FTI with tapered alligator strap. From Ham- 
ilton Watch Co., Lancaster, Pa. 


“Colonial Suite” silverplated dessert set 
consists of a sugar bowl and cream pitcher, 
is priced at $27.50 FTI. The 10%-inch tray 
is priced at $12.50 FTI. From Oneida Sil- 
versmiths, Oneida, N. Y. 
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GREAT—PLUS DATE—NEW CROTON AQUADATIC 


Who else but Croton brings you a completely new concept— CROTON WATCH CO., 404 PARK AVE. SO., NEW YORK 16, N.Y. 
° 5 WEST COAST: 448 S. HILL ST., SUITE 317, LOS ANGELES, CAL. 

the Aquadatic Watch—a trouble-free self-winding waterproof Please send Croton Aquadatic Watches: all s/s, 17J, automatic 
date, unbreakable balance staff and mainspring, shock-control, water- 

so fine it can stay under water for days (providing crown, a a a ee ee “Sass |’ $49.95 


; é . ith breit.: $49.90 $59.95 
case, crystal intact.) And Croton throws in an automatic 


NAME 








calendar to prove it—at no extra cost to you or your cus- STORE NAME 


ADDRESS 





tomer! Show the slim, slim all-stainless-steel case. Mention 


CITY ZONE STATE 
If you are a regular customer, or a new customer rated Ist or 2nd, we 


the $49.95 price. And you clinch the sale—order today! will ship open account, net 30 days. Otherwise, send check with order. 











Actual Size 7 . —! 


Join the cheering sectio 


Good sports everywhere — players and fans alike — cheer 
for Fisher's personalized sports charms. They're always 
timely, always wanted . . . and the national appeal of 
Fisher's complete, all-sports selection means steady turn- 
over and continuing profits for you. Beautifully crafted in 
sterling, gold-filled, or 14-K gold . . . individually packaged 
in attractive, foam-lined plastic box . . . supplied with 
raised enameled letters, in choice of colors. So join the 
cheering section . . . and run up your profit score by 
featuring personalized sports charms by Fisher. 


Sold through selected wholesalers only 


J. M. FISHER COMPANY * ATTLEBORO, MASS. 


Charms by Yeshen  wtecwesin 























Genuine Burma JApE 


Designed and hand carved by Chinese artists. 
Fine selection of Jade figurines and jewelry as 
well as semi-precious figurines and fruits. Write or 
phone for details. 


THE TREASURE JADE FACTORY of CHICAGO 
621 North Dearborn Street 
Chicago 10, Illinois Phone MI 2-4532 
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They're New... 


“Space View” desk timepiece by Bulova 
has a visible electronic movement, controlled 
by a vibrating tuning fork and transistorized 
circuit. The mechanism is identical to the 
“Accutron” wrist-watch. From Bulova Watch 
Co., Bulova Park, Flushing, N. Y. 


Florentine finished watch has_ 17-jewel 
movement, hand-set rhinestones, comes in 
gold or rhodium plating. Priced at $22.50 
Keystone. From Taylor Watch Co., 257 W. 
39th St., New York. 


Hand made 18K gold man’s watchband has 
textured surface, retails for $220. From 
Tessco Jewelry Creations, 666 Fifth Ave., 
New York. 


Another “multi-duty” addition to the sil- 
verplated “Barque” line of hollowware is 
this buffet dish featuring a swirled flute motif 
with a border of acanthus leaves, scrolls and 
floral decoration. $19.75 FTI. From Wallace 
Silversmiths, Lancaster, Pa. 
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REGISTERED AMERICAN GEM 
JEWELER SOCIETY 


7 Blichle's 


Jewelers — Silversmiths 
Since 1886 


DIAMONDS ~- STERLING 
says R. Stevens, owner, Blickle’s Jewelers, Rochester, Minn. AT 9-6736 


“Nearly one-third of all calls come 
through our Yellow Pages advertising, 


210 SW 1 AV 











Display ad (shown reduced) runs under JEWELRY — 
RETAIL. Call the Yellow Pages man at your Bell 
Telephone Business Office to plan your program. 








“We have 400,000 visitors to Rochester yearly, and we “The American Gem Society recommends that its mem- 
know the Yellow Pages directory reaches these people.” bers advertise in the Yellow Pages to stimulate business.” 


wy 


2 a 
= See 


“Advertising in the Yellow Pages is an excellent way to “We sell everything from silverware settings to engage- 
get new accounts. And we’re getting them every month.” ment rings from leads we get from our Yellow Pages ads.” 

















Display this emblem. It builds your business! 
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Retail CLERK or 5 


DIAMOND SPECIALIST 


This certificate and what it stands for makes the difference 
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Has rempirted 2 geeacribed rourer of stody tn Geawiegy and base paverd 
a rcomprebenstor examination, He ie therefore legally recogmieed as 


DIAMOND MASTER 
and is entitled te all the privtieges pertaining thereto 
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A Professional Home Study Course in Diamond Technology and Sales Techniques 
designed to broaden your diamond knowledge and establish you as a 
diamond specialist in your community. 


This is what the Diamond Masters Course is and will do for you: 





i 
Lan J 
j 
x 
? { 
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A simplified study procedure which advances 
technical theories only as they apply to your 
everyday diamond selling techniques. 


A fully accredited course licensed by the Depart- 
ment of Public Instruction of the Commonwealth 
of Pennsylvania. Upon completion of the course, 
you are awarded the legally recognized title of 
DIAMOND MASTER, a title that enhances your 
prestige, knowledge, reputation and assists you 
in the buying and selling of diamonds. 


Time is valuable... leaving your job or business 
would be costly. Therefore the Diamond Masters 
of America have developed. this easy-to-take 
“step-up and enter’ home study procedure which 
enables you to broaden your knowledge and be- 
come a DIAMOND MASTER in your spare time. 


Each lesson can be used in your store the mo- 
ment you have completed it; thus, enabling you 
to complete your studies in an easy enjoyable 
manner without neglecting your everyday duties. 


There are a total of 12 lessons. Each assignment 
is complete and self-contained and eliminates 


the need for any other textbooks. Upon comple- 
tion of the course, you will have acquired a 
permanent reference library that is yours to keep. 
Depending upon your own personal efforts, the 
course can be completed in a minimum of 6 or a 
maximum of 15 months. 


The Diamond Masters of America course is under 
the direct supervision of Dr. Andrew W. Damis. 
A Doctor of Psychology and a Graduate Gemolo- 
gist, Dr. Damis has earned an enviable reputation 
as one of America’s foremost diamond authorities. 


The Diamond Masters of America course was 


founded to help you realize your full potential. 


What you know about your profession will deter- 
mine in large measure how far you will go and 
how quickly you can move into a position with 
_ earnings, greater respect and more pres- 
ige. 


You can become a Diamond Master at a nominal 
cost, a cost that will reflect in higher income to 
you and your family in the years ahead. 


You are the master of your future...as a DIA- 
MOND MASTER your future is more secure! 


*Licensed by the Board of Public Instruction of the Commonwealth of Pennsylvania. 
Veterans Approved. Tax deductible. 


= 
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They’re New... 


Newest addition to the “Interplay” series 
features 14K engagement and wedding rings 
designed so that the rings are intertwined. 
From Wax & Skolnik Inc., 62 W. 47th St., 
New York. 


“Electro-Chron” watch features one-piece 
waterproof case, thinner battery with ex- 
tended life, new second setting feature. From 
Longines-Wittnauer Watch Co., Ine., 580 
Fifth Ave., New York. 














Eight-day, seven-jewel “Socialite” alarm 
clock in polished brass case with luminous 
indicators is 4% x 3% inches in size. Retails 
for $19.95 in black or white. From Semca 
Clock Co., 30 Irving Place, New York. 
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HOW DO YOU RATE YOURSELF... 


EST 
YOUR ~~: 
SKILL" 


Can you answer these more frequently) 
asked questions by customers before 
making the important decision of 
where and what diamond to buy ?* 


It is unlikely that your answers will be iden- 
tical to those of any other jeweler. Think 
about this — your diamond customer does. 


“| know very little about diamonds. What 
is the most important feature | should 
look for?” 


“What is a perfect blue-white diamond?”’ 


“How much does a one-carat diamond 
cost?” 


“Are diamonds really an investment?” 
“How do you arrive at a diamond's value?”’ 
“Does this diamond have ‘carbon spots’?” 


“While you are cleaning my diamond, 
would you tell me what it is worth?” 


“How can you tell the difference between 
a diamond and a zircon?” 


“Can | wear my diamond when doing 
dishes?” 


“Should a diamond be mounted in white 
gold, yellow gold or platinum?” 


*Questions taken from Diamond Masters of America Inc 
Psychological Research Data. 


The most persuasive answers 
3 a are contained within the Dia- 
3 mond Masters course. It is 
now possible for you to re- 
ceive a Diamond Masters title 
and diploma with home study 
instruction. 


For details and free brochure, 
_.. write to: 
—— ee —— — — ——— 0 eee A eT eure — en etree ee — 


DIAMOND MASTERS of AMERICA 
223 North Avenue Pittsburgh 9, Pa. 














Name 





Address 





City 











They're New... 


SOURCE “Roman Gladiator” is the subject of these 


FOR ALL YOUR etched 14K gold cuff links and men’s ring, set 


with diamonds. The top portion of each piece 


PHOT has an 18K yellow gold finish. Cuff links, 
$120 Keystone; ring, $110 Keystone. From 
NEEDS S. W. L.. Inc., 48 W. 48th St., New York. 


Select from America’s biggest inventory of Name 
Brand Film, Cameras and Photo Equipment including 
EASTMAN-KODAK, BELL & HOWELL, ARGUS, 
POLAROID, REVERE, etc. No need to make 
quantity purchases. Buy only what you need when 
you need it. We are your warehouse and render 
same day service! 


Woman’s “Continental Look” watchband 
has Florentine designed end sections with ex- 
pansion center, all-size length adjustment. In 
yellow or white gold filled, $8.95 FTI. Also 
comes with tapered ring ends. From Kesten- 
man Bros. Mfg. Co., 280 Kinsley Ave., Provi- 
dence, R. I. 


) 0 Pen and pencil set in sterling silver by 


W Silver Craft is designed to be engraved on 
hether You Buy T or 100 e jeweler’s machine. Pen features “Excel Velvet 
Compete with catalog house, discount store or super- Flow” ink, takes standard cartridges. Each 
mart! No penalty for small orders! Even if you just . : ; in-li 

buy L< Libby’s Quantity Price of COST PLUS 6% item, $2.98 retail; $5.95 per set in satin-lined 
eer presentation box. From G. M. C. Process 

: ecause of th t "7 
POLAROID CAMERAS and CAMERA KITS. Coes TE RON, are eee 


Libby’s is selling these at COST, plus 1% to cover 
incoming freight and handling! 


: Send for your 
FREE y FREE CATALOG and 
PRICE LIST! 


@ %, 
ry - ’ ~ 
Pe LO RED EEE SG | ) Stee Newt SSeS 
2 . 4 . ~~ =f e - i p> 
i+ aP ae at <a>. 2 J 23 - ” 
mer o> copentiiesas ‘$e \ iP ree 


CAMERA CO. 


2444 W. Devon Ave. Chicago 45, Ill. 3 A marquise shape and gold color mesh are 
’ combined in the “Bouffant” by Oris. The 


Because of Our Service Since 1926 seven-jewel shock-resistant watch has a facet- 
ed crystal, retails for $18.95. From Oris 
Watch Agency, 15 W. 37th St., New York. 
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Hidden deep within the dark and secret burial chamber of an Egyptian tomb built 1,500 years before the birth of Christ, golden treasures of long dead Queen A’h Hotep 
of the XVIII Dynasty were rediscovered and brought to light. Ancient gold works of art—pride of the Pharaohs—had retained their beauty for more than 34 centuries! 





GOLD AND MAN (0 Je 0 SDH, GBCHE 


The beauty and warmtk of gold, and its remarkable resistance to the ravages of 
time, can now be enjoyed in high style jewelry and modern fashion accessories, 
through the patented Karatclad Heavy Gold Electroplating Process. Karatclad 

deposits durable, non-tarnishing alloy gold coatings on every design surface 

_. no raw base metal edges or “thin spots to wear and turn green. And with it goes 
the Karatclad emblem tag to assure your customers of Heavy Gold Electroplate 
—as detined by the Federal Trade Commission—truly jewelry to be treasured. 


Find out how you can prolit with Karatclad Heavy Gold Electroplate and 
the Karatclad emblem tag on your jewelry products or fashion accessories. 


“Gold and Man” Great Artists Series original oil painting by Vern Tossey commis 
sioned by the Sel-Rex Corporation Lithographs on parchment stock suitable for fram 
ing without advertising message may be obtained by writing to the Sel-Rex Corpora 
tion, Nutley 10, New Jersey. This scene and objets d'art illustrated are authentic 


and historicall y documented 


SEL-REX CORPORATION 


NUTLEY 10, NEW JERSEY 
World’s largest selling precious metal plating processes 























The patented Karatclad Geld Electroplating Process is being used on more 


and more nationally advertised products to produce non-tarnishing, long 


wearing coatings of high-Karat gold. Name brand pens and pencils, rings, 


wrist watches, bracelets, necklaces, numerous fashion accessories, are now 
available finished with Karatclad. Insist on the Karatclad quality emblem 
—recognized the world over. It assures your customers of fine gold con- 
tent—qualifying for the quality mark Heavy Gold Electroplate (minimum 
100-millionths thickness) as defined by the Federal Trade Commission. 
Plan to participate in the great profit potential of this exciting scientific 


development—ask your wholesaler and manufacturing suppliers. ed 


OPES OFF FED OFF ey CTT T rrr. rerrwr PLHP ORM HLS 
Strert ETHTTETPHTTTET Eee 
: ae : : 


re 
: iN 51 aeetrirtace 
> 5 é H TPETECTE 
PEEP ETT est eeteeLeceeesirtt ai See tal) treaghedsteaers: 
ites bao: PELtwHib meeeskesleee ewe hetet Lede k heh) oie 


*Sel-Rex registered trademark for its patented 
Acid Gold Electroplating Process. 


SEL-REX CORPORATION 


NUTLEY 10, NEW JERSEY 
World's largest selling precious metal plating processes 





They're New... 


“Lanco automatic date” watch is water- 
proof, shockproof, has center second hand, 
17-jewel movement, concealed crown. With 
strap and box, $35 Keystone. From Langen- 
dorf Watch Corp. of America, 580 Fifth Ave., 
New York. 


Two-tone “Barel” matched wedding ring set 
is designed with 14K yellow gold satin finish 
center highlighted with recessed white scal- 
lops. Priced at $60 Keystone per set. From 
Bridal Ring Co., Inc., 88-06 Van Wyck Ex- 
pressway, Jamaica, N. Y. 


New “Telescope” addition to “Golden Wisp” 
series of watchbands comes in yellow or 
white gold filled; features slender links with 
tailored ends. Priced at $6.95 F.T.I. From 
Jacoby-Bender, Inc., 62-10 Northern Blvd., 
Woodside, N. Y. 


“Magic Maid” electric griddle is 12 x 21 
inches, claimed ideal for pancakes, ham- 
burgers and sausages in “party size” quan- 
tities. From Son-Chief Electrics, Inc., Win- 
sted, Conn. 
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FOR GRACEFUL BEAUTY START WITH 


yf Aa 


WEDDING RING BLANKS 


Guaranteed Quality 
Largest Selection of Styles 
~ustom Designs 

All Karats, Colors 


Traditional Styles In Stock 


John C. Vlordt Co. § 
ff Offi . Orc f Os a“ sid. 
STRIAL VILLAGE CEDAR ,ROVE N } 


a“ 


AVAILABLE TO MANUFACTURERS & WHOLESALERS 





STANLEY CREATIONS 


America’s finest personalized jewelry 


WRITE FOR NEW CATALOG 


STANLEY CREATIONS—722 Chestnut Street 
Philadelphia 6, Pa., MA 7-5897 


TERRIFIC 
DEAL 


Priced to meet 

all competition. 

These two styles 

shown are only $10.95 
each your cost. 

Watches with the same 
features, Waterproof, 
Shock Protected, R.G.P. 
10 Micron, Stainless Steel 
Back, Unbreakable 

Main Spring, and 
Beautifully Boxed, are on the 
morket for 


$14.00 and $15.00. 








STARDUST WATCH CO., 580 Fifth Ave., N. Y. 36, N. Y. 


Mail this coupon 





Name 
to obtain more 





information on this Address 


**unbectable buy’’! 





City 
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New! From Westclox! 


Le] ©) 
Dial glows at night for 
full visibility. Easy to 
read night and day. 
Easy to sell anytime. 


Available in three handsome 
models. Dunbar #20076 (above 
right) in antique white, retails at 
$6.98. Dialite Drowse #20106 
(center) with exclusive sleep se- 
lector and antique white case, 
$7.98. Drowsewood ( left) features 
sleep selector, and solid walnut 
side panels in striking new design. 
It comes in two types—beige with 
lighted dial #21038 retailing for 
$12.95, with luminous dial #21036 
at $10.95. Dialite is offered in 
open stock and in two display as- 
sortments — #29010 contains two 
Dunbar and two Drowse models, 
total retail value, $29.92: #29011 
contains one Drowsewood, two 
Drowse and one Dunbar, total re- 
tail value, $35.89. Display is free. 











MADEMOISELLE 
CAMPUS WATCH 
BY WESTCLOX. 
BIGGEST FASHION 
HIT IN YEARS! 











WORLD’S LARGEST MAKER OF WATCHES AND CLOCKS 
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Gently touch this exclusive ‘sleep s 
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electric Di ge)", AN alarm 

















OOK ro SU : 
ep , 
& i ~ db -7U * 


New! 
from Westclox 


DROWSE 


— Exclusive Sleep Selector 
elector’ * . 

—_ permits 5 or 10 minutes 
extra sleep. 











Profit assortment #29007 contains 4 
Drowse electrics. One Buckskin Beige 
with plain dial. Two antique white with 
luminous dial. One Seaspray Green with 
luminous dial. Total retail value $26.92. 
Models sell for $5.98 and $6.98. Display 
is free. Open stock also available. 











VARIETY. New electric wall clock. 9” 
square. Mounts flush, or stands by 
itself on mantle. Black case with 
gold color accent. Easy to read dial. 


Retails at $9.98. 


TRAVALETTE. New fashion in travel 
clocks. Compact-size. Cowhide fin- 
ish case in blue, pink, white. Shat- 
ter-proof crystal. Luminous dial 
and hands. $9.98 retail. 








DIVISION OF GENERAL TIME CORPORATION, LA SALLE, ILLINOIS 
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Yo to 12 Marthe 
to Pay! 





On purchases of $500.00 or more, we will ac- 
cept notes in 12 equal installments, payable 
monthly — without interest. 


Half round wedding rings, plain or milgrain edge 
in 14 Kt. yellow gold, for ladies and men at 


$1.35 per Dwt. 


Attractive displays available FREE with every 
wedding ring assortment. 


Fh alevar-1 mm a ialenialcacm he) aoy 


125 West 45th St. - New York 36, N. Y. +» JU 6-4842 








With an unequalled 
assortment of over 
80 styles, Mason 
proves it’s possible 
to select packaging 
with a “personality” 
to match your product 
... yet retain the 
benefits of LOW 
COST and, 
IMMEDIATE 
DELIVERY. 


Brown imitation leather 
covered metal case for 
watch or ident bracelet. 


BOX COMPANY 
523 Mt. Hope Street 
Attleboro Falls, Mass. 


SEND FOR OUR CURRENT CATALOG. 
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They re New... 


Addition to new “I-Do” wedding ring line 
features seamless 14K gold ring in Florentine 
finish set with diamonds. From Karlan & 
Bleicher, Inc., 186 W. 52nd St., New York. 








“Shirt pocket six” Toshiba transistor radio 
is 25g x 4 7/16 x 1 1/16 inches in size, comes 
in two-tone turquoise with ivory color or red 
with ivory color. Suggested retail price, 
$15.95; gift pack including battery, earphone 
and carrying case, $2.50 retail. Distributed 
by Transistor World Corp., 52 Broadway, New 
York. 





“Variety” electric wall clock by Westclox 
mounts flush to the wall, measures nine inches 
square. It features an “easy-to-read” dial 
and is offered in black or brown at $9.98 
retail. From your wholesaler. 
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Opalite 


5 PS 


-. 


floating 
Opals 


NEW TOP 


Beautifully designed and delicately 
worked. Lovely finish with gleaming high- 
lights . . . styled to blend perfectly with 
the bulb. 


NEW BOX 


Created especially to house the new 
Opalite. Covered in our exclusive metal- 
lic brocade of silver, gold and blue... 
banded with a gold tone metal rim... 
nested in its own shining gold box. 


NEW PROFITS 


Because of their superior quality and dis- 
tinctive beauty, Opalite Floating Opals 
let you concentrate on one quality line 
. . . bring you greater-than-ever sales 


. . . produce MORE PROFIT PER SALE. 


* * 
Opalite, 1hic. 1311 LOMBARD STREET e PHILADELPHIA 47, PA. 


14 KARAT; GOLD FILLED AND STERLING SILVER e AVAILABLE IN PENDANTS, EARRINGS AND PINS 
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prepared by LANCASTER ADVERTISING 
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NEPTUNE CULTURED PEARL 604 FIFTH AVE. 
SYNDICATE, LIMITED PL7-0768 # N.Y.20,N.Y. 











ORIGINAL OF YOUR 
5 eo ~— BOA customers 
\\ HAVE OLD WATCHES 


GUIDE THEM TO AN ORIGINAL” 


TREASURE DOME {2 


* NATIONALLY ADVERTISED * PROVEN SALES 


Everlasting, breok-resistant crystal clear 
dome with base in choice of ebony, ma- 
hogany or blonde polished hardwood. 
Makes sentiment practical .. . an heirloom 
watch becomes a useful, modern timepiece. 
(Bring old watches out of hiding ... 
create extra repair jobs.) 


AVAILABLE AT YOUR JopBers or write 94.00 
BEATTY MFG. CO., 7424 Senta Monica Bivd., Hollywood 46, Calif. KEYSTONE 














1105 CF $120.00 Key 


/ROMAN CLASSICS by WL in. 1105T-TT_ $36.00 Key 


48 W. 48th St. 1505 Ring $96.00 Key 
. New York 36, N.Y. 1108 CF $130.00 K 
DESIGNED in 14K Gol ‘nds 6-4270 1108T-TT $40.00 - 








LETTERS 


Watch Pricing 


To the Editors: 

On Tuesday, Aug. 8, I attended the Re- 
tail Jewelers of America meeting for 2 
panel discussion on the subject, “What Can 
the Retail Jeweler Do to Recapture the 
Watch Market?” 

The title indicates that the retail jeweler 
has lost this market or is rapidly doing so. 
I must agree that this is true on the basis 
of personal experience. It was my hope in 
attending this session that I might gain 
some knowledge as to how I might recover 
some if not all of this lost business. If any 
member of this panel suggested a means to 
accomplish this recovery, or even to halt 
the loss of watch sales, I failed to under- 
stand him. 

A person attending this meeting not ac- 
quainted with the problem would surely 
have believed that all the fault for the 
situation was the retail jewelers’. Unfor- 
tunately, the retailers on the panel were 
not seeking a solution to the problem but 
an opportunity to defend and express their 
views and store operations. . 

Pre-determined trade-in allowances on 
watches were promoted by the manufactur- 
ers. Most retailers, even the most ethical 
ones, with their watch sales slipping, 
bought this package. The difficulty arose 
when the discount operations also bought 
it and offered 40 to 60 per cent discounts. 
It was not the retail jeweler who furnished 
the tickets, the advertising mats and the 
banners for store and window. The promo- 
tion had the blessing of manufacturers 
from beginning to end. 

It is not the retail jeweler who estab- 
lishes the “Nationally Advertised Retail 
Price’ nor the excessive markups. There 
are few if any manufacturers today that 
do not have lines that carry more than the 
“historical” markup. The manufacturer 
prepares mats for jeweler tie-in with the 
national advertising program. He gives 
each model a name, tags it with the name 
and the so-called Fair Trade price for na- 
tional advertising. It is shipped to all pur- 
chasers with this tag, and a foil price tag 
bearing the manufacturer’s prices. What is 
it that makes a jeweler’s advertising so un- 
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ULLING POWER 


FOR TAYLOR'S 
CHRISTMAS 
wierert.... 


Federalist’ Pendant Ba- 
rometer. Beautiful tra- 
ditional design in solid 
mahogany. Also fea- 


tures thermometer and “Ambassador” STORMOGUIDE* Combination. 


Full page full-color ads in the NEW YORKER, NATIONAL 
GEOGRAPHIC, a four color junior unit in HOLIDAY and 

a continuing campaign in SPORTS ILLUSTRATED and 
PARENTS MAGAZINE will tell over 62 million readers 
about Taylor’s sleigh-full of Christmas gifts. This means 
you'd better have a full stocking when the rush begins. A few 
of the proven best sellers are shown below to guide your 
purchases, but you’d better do it soon because we're loading 
the sleigh right now! Order from your wholesaler 

or write for catalog. Taylor Instrument Companies, 
Rochester, New York, and Toronto, Ontario. 





Indoor-Outdoor Maximum-Mini- 
mum Thermometer. Shows in- 
door and outdoor tempera 
tures, plus highest 
and lowest since 


last resetting. 


relative humidity in- Shows forecast, room temperature and AX | (45323) $19.95 


dicator. (#2499) $65.00. humidity. 


Handsome, solid mahogany 


case with brass-finished trim. (22574) 


$15.95. 


“Suburban” Indoor-Outdoor 
Thermometer. Solid walnut 
case with gold-finish trim. 
Also features humidity 
indicator. (#5338) $11.95. 








Deluxe TEMPRITE* Window 

Thermometer. A brand 

new instrument in a 

decorative simulated 

wrought iron bracket. 

White scale with black 

trim and red caps. “Ashton” HUMIDIGUIDE* Hygrometer 

#5314) $3.25 Both temperature and humidity on 
one attractive dial. White plastic case 


— 





with choice of dial colors; gold finish 
(75546) or black (#5547) $2.95. 
*Reg. U.S. Pat. Of. 


‘Taylor |[nstruments) MEAN ACCURACY FIRST 
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A NEW CONCEPT IN TIME! 


TYMETER 


ELECTRIC NUMERAL CLOCKS 


NATIONALLY 
ADVERTISED 


#851 GOTHAM—Magnificently modern picture frame 
wood case .. . crafted and finished for lasting beauty. 
Walnut mahogany or blonde. 334" high, 734" wide, 334" 
deep .. . retail $22.50 plus applicable tax. 


TYMETER Clocks are different—smart looking . . . wholly 
new in concept—and with plenty of consumer appeal! "Time 
at a Glance" colorama numerals register every second, 
minute, 10-minute and hour. Guaranteed | year. 


25 other models from $9.95 to $100 
Write for full color Catalog and Price List 


PENNWOOD NUMECHRON CoO. 
7249 FRANKSTOWN AVE. 


PITTSBURGH 8, PA. 





believable and the prices on his merchan- 
dise also “‘unbelievable” ? 

The truth is that the general public has 
been educated to believe that the manufac- 
turer’s nationally advertised price is too 
high and the retail jeweler’s profit is too 
great. The growth of discount houses, using 
the manufacturer’s price as a basis for dis- 
counts and the manufacturer’s national ad- 
vertising to prove the savings offered, dis- 
credits the advertising of both retailer and 
manufacturer. 

The manufacturer’s prestige is tied di- 
rectly to the prestige of the local jeweler. 
When the general public loses confidence in 
either one, both suffer. When a manufac- 
turer continues to nationally advertise a 
price largely fictitious in the minds of the 
public, he is not adding to his prestige with 
the consumer. If the manufacturer’s ad- 
vertising price were a true value in the 
public mind, pin lever movements would 
not be “just as good” and their sale would 
not continue to rise. Believable advertising 
at both the manufacturing and the retail 
level is necessary to win the confidence of 
the American public. 

ARTHUR R. KIRBY 
Alexandria, Va. Saunders & Son 


Tax Status of Coins 
To the Editors: 

We note in your list of non-taxable arti- 
cles that you include gold coins, unmounted, 
and silver coins, unmounted. 

Although we know that such gold and 
silver coins are not taxable, we would like 
to know what authority or regulation spe- 
cifically mentions such articles as being 
non-taxable. 

JACK FRIEDBERG 
The Coin & Currency Institute, Inc. 
New York, N. Y. 


The subject is covered in the Internal 
Revenue Service Ruling, Rev. Rul. 57-262, 
1957-1 CB 361. While the ruling specifically 
refers only to gold coins, silver coins are 
analogous,and the ruling would consequent- 
ly be applicable to silver coins as well as 
gold ones. 

For the purposes of the Excise Tax, gold 
coins, as such, are not considered as articles 
made of precious metal, and sales of such 
coins are not subject to tax. However, when 
such coins are attached or otherwise made 
a part of an article or jewelry, the total 
price for which such article sells is subject 
to tax.—The Editors. 
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more 
diamond 


A Sales | 
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DIAMOND RINGS 


with controlled expansion 


M? 





DIAMOND RINGS 


with contro/led-expansion 
<\= », 


Ye More than 28,000,000 readers 
“Wiis will be PRE-SOLD by the revo- 
lutionary story of FEATURE and made for your use! 46 second, 20 
FLEX! FEATURE FLEX in second and 10 second TV films that 
y.\ N D-S diamond sales, sending new cus- expanding and contracting ring action 
E-X-P- “= tomers into your store! They'll that creates perfect fit! FEATURE 
1-¥.\ om Be) your store! Make sure you have tured on top-rated audience participa- 
CONT. FEATURE FLEX and get those tion shows on coast-to-coast TV! A 
for a perfect fit 


ol IV FILMS! "Just completed.. 

LIFE will put LIFE into your visually demonstrate the marvelous 

over the knuckle — ask for FEATURE FLEX in FLEX Diamond Rings will also be fea- 
profitable EXTRA sales! sensational opportunity to tie-in! 








Always 


<2 
: My ms 
- 
comfortable! \o= 
Completely py % 








invisible! 


Nationwide qi wy aT 
Publicity! _ ~ews.eoes rv 


Newsweek, Associated Press, 
United Press and other syndi- 
cated newspaper columns are 
carrying stories on FEATURE 
FLEX Diamond Rings! FEA- 
TURE FLEX is the ring women 
are NOW seneepeaiies for! 


~ Hard-Hitting 


BRAND NEW...for your local thea- 





Sales Aids! 


Everything to help YOU GET 
those EXTRA DIAMOND 
PROFITS! Colorful Banners! 
Streamers! Lapel Buttons for 
sales personnel! Sales Training 
Booklets! Ad Mats! Stuffers! 
Displays! 


tres and drive-ins! They'll bring more 
customers into your store! 26 second 
films that will make every woman in 
the audience look down at her out- 
dated, twisted rings and compare them 
with exquisite, new FEATURE FLEX 
Diamond Rings that expand and con- 
tract, fit perfectly, comfortable always. 

















Act Now! Feature FLEX is your door-opener to Trade-Ins, Remounts and regular sales daily! 
Don't miss out! Contact your authorized FEATURE RING Wholesaler today, or write 





FEATURE RING COMPANY, INC.,130 West 46th Street « New York 36, N.Y. 


WORLD'S LARGEST MANUFACTURER OF QUALITY CRAFTED MOUNTINGS FOR DIAMONDS e¢ FEATURE FLEX RINGS ARE COVERED BY U. S. PATENT NO. 2,806,363 & OTHERS. 








PROFITS NEED A LIFT? 


. These books can start you moving ahead! 


Our book department offers the following list of selected works pertaining to 
the JEWELRY and KINDRED TRADES, subject to editions being ‘'In print’’ at the time 
orders are received. We can supply tities from leading publishers. Al! prices 
quoted are net. No accounts opened for book purchases. Books sent post-paid 
anywhere in the United States. 


For the Gem Expert, Connoisseur and Student of Gemology 





GEMSTONES $12.50 A ey TO PRECIOUS STONES $3.50 HANDBOOK OF GEM IDENTIFICATION $7.00 
G. F. Herbert Smith J. Spencer, D.Sc., F.R.6.S. Richard T. Liddiceat, Jr. 
Liberally Ulwstreted 13th Editlen—568 pgs. me. work on gems Generously illustrated—352 pgs. 
GEMS AND GEM MATERIALS 6.75 
Drs. Krevs end Slewsen . STORY OF THE GEMS $5.95 
Study ef all besic and rare gem moterials - oa rbert gp the mend a GEM a de ng gg 
ineralogical background e clous, - 8. d 7 
DIAMOND TECHNOLOGY oe enone ue aoe 


$00 crystal clear Illvstrations—800 pgs. GETTING ACQUAINTED WITH MINERALS $6.95 


W eorge L. is E. 
“laa ne ean ee A FIELD GUIDE TO ROCKS & MINERALS $4.50 


Valuoble reference boek—448 pgs. minerals Dr. Frederick H. Pough 


For the Jewelry Repairer, Engraver, Designer, Plater and Enameler 





JEWELRY ENGRAVER’S MANUAL $4.25 JEWELRY REPAIR MANUAL $4.85 MERALDIC DESIGNS AND ENGRAVING $10.00 
Jehn J. Bewmen & R. Allen Hardy R. Allen Hardy & John J. Bewmen J. M. Bergling & A. Tuston Hay 

Complete and evtheritetive, profusely itius- Guide te tools and techniques ef repairing Deluxe Edition—illustrated handbook and dic- 

trated—143 pgs. —alse stone setting—166 pgs. tionary of terms—92 pgs. 


JEWELRY DESIGNING & APPLIED DESIGN $40.00 
C. A. Jakebb JEWELRY, GEM CUTTING AND METALCRAFT $5.75 
PRINCIPLES OF ELECTROPLATING AND Instruction manval—SS full page drawings William T. Boxter 
ELECTROFORMING $9. ART MONOGRAMS & LETTERING $6.25 Many Wustretions—S80 pgs. 
Williem Blum & Gee. B. Hogaboom 19th Deluxe Edition—102 pgs. 


a ART MONOGRAMS & LETTERING $3.09 -FEWELEY AND ERAMELING 4.95 
18th Edition—paper cover—40 pgs. 


JEWELRY MAKING FOR SCHOOLS, TRADES. ENGRAVING STYLE CHARTS $4.00 ENGRAVING ON PRECIOUS METALS 1.80 
MEN, CRAFTSMEN Soft Cover $2.95 Asserted—erder by the dex. Brittain, Wolpert & Morten . 
Hard Cover $4.25 gy SILVERWARE ENGRAVING $2.00 Textbook for beginner or expert—225 pgs. 
Murray Bevin 


Describes all techniques, precedures ef making J. M. Bergling JEWELRY MAKING AS AN ART EXPRESSION $6.50 


jewelry Set of four D. Kenneth Winebrenner 


For the Skilled Watch and Clock Maker, the Apprentice and Student 
WATCH REPAIRER 5 MANUAL $6.50 WATCH ano CLOCKMAKER’S HANDBOOK $15.00 GEARS FOR SMALL MECHANISMS $5.00 


Henry 8B. Britten—Revised by J. W. Player - 0. Davis 
Cevers all = Ba _ watch repalring—306 pgs. 15th “Edition 405 pgs. Gear ptt on and adjustment 


KEYSTONE WATCH REPAIR RECORD BOOK $3.00 


2,000 entries—140 pgs. 
WATCHMAKER’S LATHE AND HOW TO wie Tee — AT THE BENCH $3.50 ~~ $4.85 
USE IT 7.50 Profusely illustrated—243 pgs. Theoretical, practical and mechanical phases 
Denald DeCerle of horology—248 pgs. 
Detailed explanations and Illustrations—154 pgs. 


CLOCK ANB WATCH ESCAPEMENTS $7.50 PRACTICAL COURSE IN HOROLOGY $3.25 

W. J. Gazeley Herold C. Kelly PRACTICAL CLOCK REPAIRING 
Description ef and escapements’ illustrations— Watch construction, repalr maintenance, etc. Donald DeCarle 
294 pgs. —192 pgs. 450 illustrations—230 pgs. 








On Silver for the Jeweler, Silversmith, Collector and Antiquarian 





THE STERLING FLATWARE PATTERN INDEX ENGLISH SILVER—1675-1825 $5.00 
1958 EDITION Stephen G. C. Enske & Edwerd Wenhem 
Jewelers’ Circuler-Keystone Line drawing illustrations—109 pgs. 
Without Binder $17.50 BOOKS OF OLD SILVER THE GOLDSMITH’S AND SILVER- 
With Leather Binder $27.50 Seymour 8. Wyler SMITH'S vl — $5.06 
More than 1,200 Illustrations—indexes ef 20,000 halimarks—447 pgs. Staton 


pattern names For these working In precious metels— 
105 pgs. 
Order Your Choices Today! 


THE JEWELERS’ CIRCULAR-KEYSTONE 
Chestnut & 56th Streets, Philadelphia 39, Pa. 


Check er money order must accompany all orders. Do not send cask. Prices subject to change without notice. Ne books sent en appreval. 
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Meet Your Gibson Customer: 


pe 
'& 
ye 

+ 
-_ 
z& 

4, 


More than 1,500,000 “‘girls-in-a-million” will have wed- DELL AIS Hinrene. oat Che convenience of 
ribson edding Record Books ... the gift 
identification section (makes writing 


dings this year! Just think... this is a multi-million dol- “Thank You” notes easier, avoids embar- 
: : <o F rassing mixups). Has space for guest lists, 

° . i 2 ' nementos of engagement, wedding cere- 

lar opportunity to sell top-quality Gibson Wedding Books, crag Nel gy arg om Ragorongy Mommie 
° . . . . - “ oO he bride- o-be h: 71DSO Weddin 4 
designed for discriminating brides. To help you reach each llcaten taaien cecamantiel auananan toe 


‘ . P her newly engaged girl friends. Let her 
this lucrative market, The C. R. Gibson Company adver- browse through your Gibson catalog, too! 
Any item you don't stock can be quickly 
tises in each issue of Bride’s Magazine — which brides- sacar ngaadae Senpinase ss 
, Gibson Memory Books...don’t. forget! 
to-be and their relatives and friends use as a shopping 
guide. Why not take advantage of this by stocking a com- 
plete line of Gibson record books for brides. Send today 


THE 
for complete product information ... it’s essential read- (? Xx a thes ope 


ing for greater profits. oe ee 
NORWALK, CONNECTICUT 


Showrooms at 225 Fifth Avenue. New York City 
and The Dalias Trade Mart, Dalias. Texas 


THE MOST COMPLETE LINE OF MEMORY BOOKS IN THE WORLD! 
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This 1s the sound that 
ovation of consumer 


It doesn't tick « 


.. it hums 








_ Tt’s the hushed hum 


Above: Accutron®‘‘Spaceview’”’ model. Transparent dial. 14-KT gold case. Retail $250* 


Consumer survey** proves enthusiasm 
of Accutron owners 


Here are some of the rave responses from people now 
wearing Accutron: 


On accuracy: “Hasn’t varied more than 2 seconds in 
5 months.”. . . “Makes you secure knowing you have 
the right time, all the time.”. . . “Accutron keeps bet- 
ter time than my $1,000 watch.” 


On dependability: “Doesn’t show wear.” “Takes 
rugged treatment’. . . “Haven’t had a moment’s trou- 
ble since I’ve been wearing it.” 


Proven Selling Points 


= Accutron is a revolutionary new concept in time- 
keeping. It replaces the conventional hairspring and 
balance wheel (the two most common sources of 
trouble) with a tiny, electronically powered tuning 
fork, the first basic advance in personal timekeeping 
in 300 years. 


a First timepiece in history guaranteed* 99.9977 % 
accurate on your wrist. No ordinary watch carries 
this amazing guarantee of accuracy. Accutron means 
“Accuracy through Electronics.” 


= More rugged than conventional watches. Accutron 
has only 12 moving parts and never needs winding. 
No complaints, no comebacks. 


a New, exciting, a “conversation piece.” It’s so differ- 
ent from conventional watches, so exciting in con- 
cept, owners wear and show Accutron with extraor- 


dinary pride. 

= Styled by a world famous designer. Customers are 
thrilled with the Accutron unique dials and cases in- 
spired by the space age. 


Accutron is exciting and easy to sell 


With ordinary expensive watches, your main talking 
point is styling. But Accutron has so many revolution- 
ary and unique features, each one becomes its own 
salesman to help you sell it with pride and conviction. 


t Registered Trademark. ©1961 Bulova Watch Company, Inc., New York, Toronto, Bienne, Milan. *Plus F.E.T. **Specific Details on Request. 
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produced a thunderous 
and jeweler approval! — 
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One Accutron sale leads to another 


You'll find customers are so well pleased and so ex- 
cited about this amazing new timepiece, they'll rec- 
ommend it and you to all their friends. 


Accutron sparks other high profit sales 


Accutron builds such prestige for your store, such 
confidence in you, customers will come back to you 
for other high profit merchandise. 


Accutron backs you with heavy 


national advertising 


This fall Accutron will support you with the biggest 
concentration of full-page ads ever put behind any 
product you have sold. These hard-hitting ads will 
blanket the country in Life, Fortune, Time, Business 
Week, U.S. News & World Report, Newsweek, New 
Yorker, Sports Illustrated, Playboy, New York Times 
Magazine, and Wall Street Journal. They'll reach mil- 
lions of people in your trading area during your busi- 
est season—November and December. 
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0) AN OIG BICONE 
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How to sell more Accutrons during 
the gift-buying season 


1. Wear the Accutron “Spaceview” model yourself. 
Jewelers have found that this draws customer com- 
ment—gives you the perfect opening to sell Accutron. 
2. Display Accutron prominently in your window 
and on your counters. Put Accutron in a quality set- 
ting where it stands out, so people ask about it. 

3. Call key people in your community. Bankers, doc- 
tors, professional and business people can become 
your best salesmen. Once you sell them, many more 
will follow on their recommendations. 

4. Advertise and promote Accutron. Make sure 
everyone in your area knows you feature the newest 
and finest timekeeping instrument ever made. 

*Every Accutron carries this guarantee of accuracy. Accutron is guaranteed by Bulova 
csrlat. See Gas Sell peat Sieme Gove of preqheas. too autheciend jamelee fees whens 


you purchased your Accutron timepiece will adjust it to this tolerance, if necessary, 
without charge. 


ACCUTRON ty BULOVA 





STERLING SILVER 


1/20 12 KT. G. F. 14 KT. GOLD OR 
OR STERLING SILVER STERLING SILVER 


1/20 12 KT. G. F. 
OR STERLING SILVER 


( ) 


: . 3 
1/20 12 KT. G. F. 
> OR STERLING SILVER 


14 KT. GOLD OR 


STERLING SILVER : ; 
Continually-new styling 


makes Carl-Art jewelry 
fomae)elti(-1ahm olcelai mantel <-14 
for you. Carl-Art charms and 
iewelry are made in 14 Kt. Gold, i} 
1/20 12 Kt. Gold Filled pals daabeaiee aie 


: " OR STERLING SILVER 
olaloms) (-Jallale Msi e 
14 KT. GOLD 


‘ 
14 KT. GOLD » wy CARL AR INC. 
- - e eN % 
a 


14 KT.GOLDOR , 
STERLING SILVER 


OT 


14 KT. GOLD 


\ 
14 KT. GOLD OR 
STERLING SILVER 





CES. RONSON CORP... WOODBRIDGE. N. J. 


The most compact Butane lighter ever made! 
| (So light it almost floats in your hand.) 


Ronson Varaflame Starfire 


At last, a tiny Varaflame lighter! It’s what con- 
sumers have been looking for. It’s what the trade has 
demanded! 

Ronson’s new creation, the Starfire, has all the 
famous Varaflame features... easy finger-tip control 
that adjusts the height of the flame... no wick or cot- 
ton... long-lasting Butane that gives thousands of 





NO. 89002 
(shown above) 
Gold tone suede, Bright gold tone, 
“Sunburst” design, engraved design 
gold action. $1495 
$17.50 


LADIES’ NO. 89003 
(shown above) 
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NO 89001 
Bright silver tone, 
engraved design. 

$14.95 


lights without refueling. 

There are five Starfire styles, two designed specifi- 
cally for women, with jewelled snuffers, and three for 
men or women. All are handsomely packaged in silver 
and gold brocade or brown lizard cases. 

New Varaflame Starfires are available in limited 
quantities for extra Christmas sales. 


LADIES’ NO 89004 NO. 89005 
Bright gold tone, Gold tone suede, 
black enamel, with gold action. 
95 ‘star’ design, $15.95 
gold action. 
$17.50 














WHAT you need in diamonds 
WHEN you need it... 


at less-than-competitive prices 


Yes, American Israeli Diamonds, Inc., 
increases your diamond profits. 
Here’s why — 


=k carries a tremendous stock of 
full cuts — from two points to 
14 carat... 


Ry eliminates your costly inventory 
problem: order precisely what 
you need, when you want it... 


> offers you credit terms to fit 
your financial setup... 


4) gives you diamonds of uniform 
high quality at less cost than 
competitors’. . . 


| 
AMERICAN ISRAELI DIAMONDS, INC. 609 Fifth Avenue New York 17, N. Y. 
NEW YORK « MONTREAL PLaza 2-4422-3-4-5-6 _ TEL AVIV « ANTWERP 
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SEE THEM COME IN...HEAR THEM SAY 


Show me Whose, over walehbands 


you have in your window! ” 











FRESH, COLORFUL NEW | 
FORSTNER DISPLAYS FEATURE 
“SALES-TALKING” COPY ON TOP PANELS 











Forstner's latest assortments are supplied on these attractive units 


(A) Famous KOMFIT ‘*GRAND that spotlight the beauty, emphasize the original design of the (B) New Florentine finish ARISTO-FLEX 
watchband—ultra-thin, completely watchbands. They start the sales you complete over your counter. expansion watchband, stronger, thinner, 
flexible, adjusts to size instantly— more flexible, more links to the inch 
opens and closes easily Stretch it—knot it—returns 
with lift-up catch. to its original shape! 
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(C) Gleaming, woven-effect ‘New Design’’ Men’s Tapered Mesh and Buckle Bracelets. 


(D) Patented Americana we ys 
self-sizing watch Pe 4 

bracelet. Ball 
slides up on 
chain drops 
to fasten 
comfortably 









(E) Smooth, very narrow Golden Mesh lady's 
watch bracelet—one of a series with 
\ center catches and buckles 


‘4 ~~. 






‘a 





? 





~ Dae 


SAT Sa 
. ane ~  (F) New, ornamented Golden Mesh lady's watch 


he 


Sy —<< 
ee 
> ie bracelet—one of a group of tapered mesh 
4 ss and gooseneck styles 
a . ‘ t 
SES 
i (C) “NEW DESIGN” Tapered Mesh, Adjustable Contact your authorized 


DESCRIPTIONS OF Buckie yr er a Forstner Distributor 
- : . 81F413 Straight end (1700) $19.50 F.T.1.)} 12 Kt. 
WATCHBANGS Shown 81F414 Curved end (1700) $19.50 F.T.!. 4 Gold Filled 
(ALL BRACKETED NUMBERS ARE KEYSTONE 811413 Straight end (850) $8.95 } i 
817414 Curved end (850) $8.95 § “!! Stainless Steel 
(A) KOMFIT “GRAND” Streamlined Watchband These “New Design” bracelets come with removable 
82G801 Straight end (1500) $17.50 F.T.1. | 12 Kt. Gold Filled Trim 24, — — ends which are fitted over usable 
82G802 Curved end (1500) $17.50 F.T.1. § Stainless Steel Lining 7% Stent ends. 
82T801 Straight end (850) $8.95 } : D) “AMERICANA” Self-sizing Ladies Bracelets 
All Stainless Steel (B) g 
827802 Curved end (850) $8.95 § “" *@imiess vive Yellow or White—Square Snake Chain—Ring Ends 
80FS60 (750) $8.95 F.T.l.fother styles in mesh) 


JEWELRY S NAME FOR QUALITY 


(B) ARISTO-FLEX Florentine Center, bright edges EN MESH Ladies Watch B let 

81F423 Straight end (870) $9.95 F.T.1. } 10 Kt. Gold Filled Top, po Be mgr a0) $750 FT , Ring fate FORSTNER, Inc., Irvington 11, New Jersey 
81F422 Curved end (870) $9.95 F.T.1. § Stainless Steel Bottom 80F276 Y-W (620) $7.50 F.T.1. “'T"" Ends i Showrooms: 
ARISTO-FLEX—-Mat Center, bright edges (not shown) Cee | , 
811422 Curved end (570) $5.95 } 80F267 Y-W (900) $10.50 F.T.1.—12 Kt. Goid Filled Forstner, (Canada) Ltd., Sherbrooke, Quebec 


¥Y — Yellow W — White 





- M. aliens 
George Crystal Co. 
PanION, oti Says: 


“We use ELGIN M56b oil on 
100,000 watches a year... 


...-and we have never had 
a comeback due to faulty oil.” 


e handle in excess of 100,000 major watch 
repairs annually in which Elgin M56b Watch 
Oil is used. 


““We have never had a comeback due to faulty 
oil. In watches that have been out of our shop 
for 12 months, and as long as 18 months, we 
find that the Elgin oil still appears to be quite 
fresh. Elgin M56b oil does not run when placed 
in jewels ...it remains where it is put. 


“We shall continue using M56b until such time 
that Elgin makes a better one.”’ 


New, improved Elgin M56b Watch 

Oil now in special Droptrol squeeze 

bottle ...seals out damaging 

light, air and dirt... maintains 

fresh quality to the last drop... 

Elgin M56b Watch Oil Twin-Pak 
. only $2.25. 


ELGIN NATIONAL WATCH COMPANY « Trade Material Division, Elgin, Illinois 


Available in U.S. from your authorized Elgin Materials Wholesaler only! 
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} Ril ARI... your way...and going all the way for you 


... 1S this salesman with special skills, special knowledge, special pride. He considers it a personal 
challenge to help you get a generous slice of the tremendous volume and turnover fashion jewelry is 
enjoying day after day, every month of the year. He knows from experience that Trifari’s unequalled 
leadership in quality costume jewelry will help you achieve this goal quickly and profitably. 
M@ He's an expert jewelry merchandising man, as well. Leaves nothing to chance when he helps 
you choose, install and control your basic stock. (Trifari makes it a lot easier with pre-ticketing.) 
Also, he knows what will sell; and he doesn’t oversell. @ Advertising 

and promotion are as important to him as his sample-case. He knows how vw y. . wy VA 
vital Trifari’s dramatic, full-color national advertising is in drawing more - 
customers to your store. And he shows you how to benefit from these 

ads in Life, Vogue, Harper's Bazaar, Glamour, Mademoiselle and The 


New York Times Magazine. @ You can rely on the man from Trifari. 
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Data processing starts at the ring-up ! 


National’s electronic system now being 
adopted by many retailers starts the 
instant a sale is recorded on the cash 
register. As the register “rings,” vital 
details of the sale are punched into 
paper tape. 

This tape is the basis of a completely 
automatic recordkeeping system. All 
that appears in the “window” at the 
top of the cash register is automati- 
cally punched into paper tape—the 
amount, the salesperson’s letter, type 


of sale (cash or charge), department 
and even merchandise information. 

The tape mailed to one of 
National’s Data Processing Centers 
where a computer processes it, and 
within forty-eight hours the retailer 
gets back sales anaylsis, merchandise 
classification and price line reports. A 
study of these reports, while the in- 
formation is still fresh, helps retailers 
plan profit-making changes in sales and 
inventory procedures. 


1S 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES © 77 YEARS OF HELPING BUSINESS SAVE MONEY 


JEWELERS’ 


Investigate! See how National elec- 
tronic data processing can benefit you; 
how cash register equipment becomes 
a part of the accounting and man- 
agement system. Call your nearby 
National office, or write to Data Proc- 
essing Center and Sales, at Dayton. 

* TRADEMARK —REG. U.S. PAT. 


NCR stoma 


ELECTRONIC DATA PROCESSING 
ADDING MACHINES * CASH REGISTERS 
ACCOUNTING MACHINES 
NCR PAPER (NO CARBON REQUIRED) 


ore. 
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How to make this $12.95 Timex sell tor $50.00 


Redesign the Timex movement. Add more parts. 

» They won't help the performance or dependability. 

(The more complicated the movement the more fragile 

it is.) But by adding parts you'll get a typical watch 
movement. And a costlier one. 


Put a mirror-like finish on every part. The watch 
» won t work better— but it'll look prettier inside. 


Revamp the Timex factories. Clear out that pre- 
» cision machinery. Go back to inefficient handwork. 
The parts won't be as accurate as those produced by 


Timex precision machines. Which means m 
assembly. That ups costs, too. 


Follow these rules conscientiously, 

» it easy to get the price of a Timex up to 
As for us, we're stubborn. We worked hard a: 
the price of a good watch down. Now that w 
secret, we re going to keep on making good watc 
Timex way. And passing the savings on to your cu 
ers. We believe this makes sense. And we re not a 
More people buy Timex® than any otherwatch in thew 


v a 


375 park avenue THAWEEX New york 
75 PARK AVENUE IE NEW YORK CITY 
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Precision-Made 


Actual Size 


Mbt 
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Consistent Quality 


Post No.180O0 *173 Post 


THE FOUNDATION Oo F Goo oD J EwWELR Y 


SOLD TO MANUFACTURERS B. A. BALLOU & CO., INC. 


61 PECK STREET ° PROVIDENCE 2, R, I, 


AW GE LWE SS 
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You asked for it—and here it is! 1961 
HOLIDAY quality portable by Remington 
designed to 


1 and sell and Sell for: 





Now you can sell a name 





brand portable at a price 
competitive with machines 
nobody ever heard of! The 
1961 Holiday features: 1. 
exclusive Remington ‘‘wrap- 
around’”’ design; 2. the pre- 





gevavecsscaees ;) 

| @oeaesascoge 
(egececoooossa 
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cision of Remington’s 
trouble-free operating mech- 
anism (Open the protective 
top-cover and you'll see the 
high-quality, jewelry-perfect 
parts that have given Rem- 
ingtonitssuperbreputation); 
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3. the excitement of a low- 
low price for an outstanding 
machine that looks far more 


ae 
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expensive! Machine comes 
complete with carry-case 
top, touch-typing course and 
chart. Mail coupon or getin 
touch with a Rem- 
ington represen- 
tative for more 
exciting details! 
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Me 





William P. Most, Advertising Manager 
Remington Portable Typewriter Division 
Sperry Rand Corp. 

315 Park Ave. South, New York 10, N.Y. 


Don’t waste any time! | want to know 
more about the easy profits | can make 
with your 1961 Holiday. 


MY NAME 





ADDRESS 





CITY 











WHOLESALERS... 
PACKAGES OF PROFITS 
FOR YOU AND YOUR 
RETAILERS WITH 
CATAMORE’S NEW 





PACKAGE SERVICE 


The secret of successful selling in the jewelry field. 
hoth at the wholesale and retail level. is to have the 


latest merchandise on hand while it’s “hot.” 


Since this is a very big country, and our representatives 
cant be everywhere at the same time, we have in- 
stituted our new and unequaled “Hot-Line” Package 
Service to put our best selling, newest designs in front 


of you. . . immediately . . . and “in person!” 


HERE’S HOW THE “HOT-LINE”’ PACKAGE WORKS: 


F Just write. phone or wire for our Religious Goods Package and our 
Fashion Jewelry Package . . . sending a deposit check of $100 with your 
order. 


2. We will ship you our newest assortments by Parcel Post Special Delivery. 
You can select the items you want for your line at your leisure 

place a stock order in any amount . . . and return the samples to us 
intact, at our expense, for full credit against your deposit. On orders 
under the amount of your deposit. your credit balance will be refunded 
promptly. 


It’s just one more service of the company that has moved into the forefront 

, ste watronseneNeoer 1 * Ag JEWELRY PACKAGE: 
of the incustry. ry it, anc you, too, wl sa) : 6 Scarab Bracelets, 6 Gold Filled Bracelets, 
8 Cultured Pearl Sterling Silver and Gold 


“NIONE CAN COMPARE WITH CATAMORE !” Filled Pendants, 6 Cuff Link Sets, 8 Lockets, 


8 Spinels, Grouping of Cameo, Onyx, and 
Jade Pendants and Earrings. 


RELIGIOUS GOODS PACKAGE: 


6 Rosaries, 24 Medals, 12 Crosses, 6 Rosarv 
Bracelets, 6 Assorted Key Chains, 12 Novelties. 


NEW ACCOUNTS, PLEASE FURNISH 
REFERENCES WITH FIRST REQUEST 


vr 


atamore Company | 


ROSARIES e MEDALS SCARAB, ONYX, CAMEO, JADE AND CULTURED PEARL GOLD FILLED JEWELRY 
rao ¥ UG an ££ .  &£& 4 OO - Bao ee tt A ee. lS ae wee. ae 
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SOn ry 


the world's finest quality all-transistor Radios and Television 


COUNTER MERCHANDISER (deluxe) 2442” high x 
211%” wide x 12” deep. Handsome oiled walnut 
finish; glass shelves; fluorescent illuminated; 
locks to prevent pilferage. Fits well in finest in- 
terior designs or window displays. 


aann Acre MAK aS Te 


COUNTER MERCHANDISER 14” long x 11” high x 

: = . 8” deep. Especially created for smaller Y 

Each display takes up a minimum of space... and does a maximum saat MEE Tile Gahan aneiie ‘tenseunael 
selling job. illuminated; locks to prevent pilferage. 


These are the ultimate in quality displays—truly worthy of SONY, the 
world’s finest all-transistor radios and television. 


e Pilfer-proof, scientifically engineered for maximum display value. 
e Fluorescent illumination. 


SONY offers you these fine display cases . . . making your selling job easier . . . speeds up sales 
with greater profit. Because these cases actually sell SONY on sight! These are designed for eye- 
and-buy service; they cut your selling time to a minimum. Customers see, select . . . and you serve 
them, direct from the pilfer-proof, fluorescent-lighted cases. And, as with all SONY dealer aids. . 
you have your choice. Get the case that meets your needs or your space. Counter-top, window, or 
shelf . . . there’s a place for your SONY display. SONY means business. Quality business. 


SONY ADVERTISING IS TELLING AND SELLING YOUR BEST CUSTOMERS ... DAILY. Stepped up national 
advertising campaigns are now reaching more than 100 million consumers, with full page color ; er ) at 
ads in top consumer magazines. | WINDOW DISPLAY 40” high x 36” wide x 12” deep. 


Smartly designed musical scale immediately gives 
Dealer aids of every sort... . catalog sheets . . . window streamers . . . envelope stuffers . . . mat impression of fine musical quality of SONY radies. 


ads ... sports promotions . . . are yours for better selling with SONY. | Strong bent-wire construction; holds 12 items of 
SONY line. Interchangeable header to carry sea- 


sonal messages. Rich walnut base. | 


ONORNOND ORE 


Get in touch with SONY District Manager right now! Fill in this coupon for full details. 


“Ts 


Count me in with SONY! Send full details of the complete SONY line, plus 

counter & window merchandisers. 

Store name 

Address ee en 

City State 

Signature Title 
SONY CORP. OF AMERICA, 514 BROADWAY, NEW YORK 12, N.Y. 


SONY CORP. OF AMERICA 
514 Broadway, New York 12, N. Y. 


- Resiona Offices: - 
Central: 4959 W. Belmont Ave., Chicago 41, Mi. 
Du th ge? wie ~~ f - ge .c 














Artca rved 


DIAMOND AND WEDDING RINGS 
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Wiy are some jewelers prouder 
of their rings than others? 








Wouldn't you be proud of 
PRE-SOLD, RECOGNIZED QUALITY 


For over a century J. R. Wood, the makers of Artcarved, has been known for 
excellence in diamonds. Today’s young women know and respect the name. 
Your salespeople sell more effectively because they have confidence in what 
they are saying. 





Wouldn't you be proud of 
FORCEFUL NATIONAL ADVERTISING 


Leading magazines carry Artcarved’s consistent and persuasive advertising to 
brides and brides-to-be. Full-page magazine advertising is backed up with full- 
scale store merchandising. 





Wouldn’t you be proud of 
WRITTEN, GUARANTEED VALUE 


With Artcarved, you make a sale you-can back up in writing with Artcarved’s 
unmatched guarantee, and the Permanent Value Plan—the most remarkable 
proof of value offered anywhere. Plus: world-famous trademark and individual 
registry number to protect the customer. And, the value of the ring you sell is 
clearly tagged with its nationally established retail price. There’s no doubt about 
what you sell—what your customer is buying. 





Wouldn't you be proud of 
BALANCED INVENTORY 


You don’t have to worry about excessive inventory investment. You carry a 
balanced stock. Reserve stock is readily available through Artcarved’s dependable 
mail order service. You order as you require—by catalog if you prefer. 





We know you'll be proud of 
YOUR FRANCHISE Write us today. We'll get you started on 


the Artcarved franchise you'll hold with pride and profit. 





Art carved 


The most coveted ring franchise in America 





J.R. Wood &Sons,inc. « 216 E 45th Street, New York 
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LONGINES-WITTNAUER 


QUALITY WATCH SALES FOR YOU! 


MORE THAN 20 MILLION FAMILIES WILL RECEIVE OUR 


BEAUTIFUL, FULL-COLOR CHRISTMAS CATALOG! 


GET YOUR SHARE OF THIS HOLIDAY BUSINESS 


THE FACTS IN A NUTSHELL 


1. When you see it you'll agree; the Longines- Wittnauer 
eight-page full color Christmas catalog pictured in minia- 
ture above is geared to make sales. Top illustrators made it 
beautiful. Color portraits of the most wanted watches of 
Longines, Wittnauer and LeCoultre invite purchase. Facts 
are presented to prove the good judgment of buying 
quality watches. 


2. This beautiful detachable catalog will be bound into the 
December issue of READER’S DIGEST. Circulation— 
13.500.000. 


3. It will be bound into the center spread position of the 
December 2 issue of THE SATURDAY EVENING POST 

-together with two additional half-page advertisements for 
added selling impact. Circulation almost 7,000,000. 


4. Added bonus—the two magazines are developing a plan 
to share the circulation of the defunct CORONET magazine 
—2.3 million extra distribution. 


2+ Total, 22 million—2 out of every 5 families in the United 
States—2 out of 5 families in your community—will receive, 
read and be influenced by this powerful, direct-selling 
advertisement. 


And through a special traffic builder, every store 
will receive calls, and calls and calls! 
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A COMPLETE MERCHANDISING PACKAGE 


To assure that every Longines-Wittnauer Jeweler reaps 
maximum sales from this READER’S DIGEST and 
SATURDAY EVENING POST campaign, we have pre- 
pared a complete merchandising kit—mailings, newspaper 
ads, window and store displays and other merchandising 
aids—all of which are in preparation. 


This whole program has been based on what you, the 
retail jeweler, have told us you need and want at this time 
—store traffic, calls, an awakened consumer interest in fine 
quality watches. Please do not forget that Longines- 
Wittnauer is a name that, beyond all others, is universally 
accepted as a guarantee of value and quality. 


If you have not already talked to our sales representative 
and made plans to get on the band wagon for this tremen- 
dous sales drive, there is still time, but you should act now! 








WRITE OR WIRE! 


—have your sales representative 
see me at first opportunity! 


Address: Sales Department 
Longines- Wittnauer Watch Company 
Longines-Wittnauer Building 

Fifth Avenue, New York 36, N.Y. 

















LONGINES-WITTNAUER WATCH COMPANY 


LONGINES 
WITTNAUER 
LE COULTRE 
VACHERON & CONSTANTIN 
ATMOS 
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b gpeerindl: ON “TASTE: Our ideals 


of taste and good style suffer as 


a result of mass production and mass 
Walter 
chairman of the board of Tiffany & 
Co. 

The author of The Distribution 
Revolution (which JC-K reviewed on 


distribution, says Hoving, 


page 134 of last December’s issue) 
returned to the typewriter ‘recently 
to write a guest column for the New 
York Herald Tribune. 

“Although 
chandise is still produced,” wrote 


much excellent mer- 
Hoving, “the general tendency seems 
to be in the direction of cheapening 
and vulgarizing much of the mer- 
chandise that is offered by too many 
of our manufacturers and stores to- 
day.” 

He contended that the public’s 
taste is much better than most manu- 
facturers seem to think, but. instead 
of having an opportunity to choose 
between the “good” and the “bad,” 
the public is usually just given the 
choice between the “bad” and the 
“even worse.” 

Something should be done about 
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SPEAKING OF THE JEWELRY TRADE 


it, and something can be done, 
Hoving said, pointing for proof to 
the firm he heads. 

Six years ago Tiffany’s set out to 
do its bit in reversing the trend 
toward bad taste. First, high stand- 
ards were established in taste and 
design. 

“These were our own standards, 
they were not based on surveys of 
what the public liked or didn't like. 
. . . The public doesn’t want to lead 
in this matter, they want to follow.” 

Stock which did not measure up 
to the new standards was disposed of 
in a clearance sale. Competent styl- 
ists were put to work redesigning 
and creating new merchandise. 

“The rules of taste have nothing 
to de with price. A low-priced arti- 
cle can have just as much taste as a 
high-priced one if it is properly de- 
signed.” 

Evaluating the change wrought in 
Tiffany’s 


that “the policy has been extraordi- 


operations, Hoving said 
narily successful, even beyond our 
own expectations. 

“So here we have a concrete dem- 


onstration that selling good taste, 
good style and good quality are not 
just impractical dreams but can be 
made to pay off handsomely in cold 
hard cash right now in the twentieth 


29 
century. 


— THE CLOCK? Political 
quips are being bantered to and 
fro in the Bluegrass state. The rea- 
son—a gigantic $50,000 floral clock 


ill 
8B 3 ’ 
Tex. a 


4 


installed on the lawn of the Capitol 
in Frankfort. 

Backers of Kentucky Governor 
Bert Thomas Combs (dubbed “Seth 
Thomas” Combs by political foes), 
hail the clock, which is 34 feet in 
diameter across the face and con- 
tains 13,000 flowers, as a_ tourist 
attraction extraordinary. But politi- 
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|. Alberts’ Sons, Inc 
Newton Highlands, Mass 


N 


Aipha Watch Co 
YN. Y 

Baidwin Miller Co 

indianapolis, indiana 

Ball Co 


Chicago, Ii! 


Bal! Co 
Los Angeles, Calif 


Biggard & Co 
Pittsburgh, Pa 


Buffalo Jewelry Sup 
Buffalo N y 

S. H. Clausin Co 
Minneapolis, Minn 
Eisenstadt Manuf. Co 
St. Louis, Missouri 
H. A. Elliot Co 


Shelby, N.C 


MH 











6 TRANSISTOR AUTOMATIC 


TRAVEL CLOCK RADIO 


P RADIOS 





Model 6TC-485: Wins immediate accept- 
ance... perfect for gift giving. Automatic 

. wakes you up to music or buzzer alarm. 
Push-button nite dial light. Accurate clock. 
Matching clock face and tuning dial. Pebble 
grain cover looks like leather. In Blue or Tan. 


Complete with 4 Penlite 


Batteries and Earphone .. 59.95 


New Low Priced Shirt-Pocket 
6 Transistor Portable 


Model 6P-I5: A miracle value for 
traffic producing promotions. 6 
transistors and | diode. 2%’ PM 
speaker. Operates on 9 volt battery. 
In beautiful two-tone Turquoise with 
Ivory. Size 256" x 4%," x 1%". 


Radio Only 19.95 
2.50 


Battery, earphone, case 


Miniature 7 Transistor Portable 
in Plush Lined Metal Jewel Case 


Model 7TP-2I: The world’s smallest 7 
transistor portable using only two pen- 
lite batteries, 2 drift transistors. 2’ PM 
speaker. Hinged back for easy access to 
batteries. Size 342” x 242" x I". 


Complete with Batteries, Earphone, 
Zipper Case, Metal JewelCase ..... 37.95 
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TOSHIBA DISTRIBUTORS SERVING THE JEWELRY TRADE 


Leo Frank & Sons 
Detroit, Michigan 
Robert M. Glass Co 
Los Angeles, Calif 
Gorenfilo Co 
Detroit, Mich 

J. H. Gross 
Cleveland, Ohio 
Gulf Coast Jewelry 
Mobile, Ala 


Chas. Koppel! Co. 
Seattle, Wash. 

A. C. Kuesel 
Milwaukee, Wisc. 
Lyles-De Grazier 
Dallas, Texas 
Meisky's 
Lancaster, Pa. 
Menster Co. 
Columbus, Ohio 


Meyer Jewelry Co. 
Kansas City, Missouri 


Harry Nest Co. 
Detroit, Mich 


New Jersey Jewelers 
wark, N. J 

Charles Nusinov 

Baltimore, Md. 


George Phillips Co. 
Scranton, Pa. 


A. G. Schwab Co 

Cincinnati, Ohio 

Sommers & Sommers 

Atlanta, Ga 

George T. Tapper Co. 

Utica, N. Y. 

Toledo Jewelry Sup. 

Toledo, Ohio 

Werner Wholesale 
Jewelers 

Sacramento, Calif. 


Present Company 
Rochester, N. Y. 
Raleigh Whsie Jewelry 
Raleigh, North Carolina 
Richmond Jewelers 
Richmond, Pa. 

Rudolph Bros. 
Syracuse, N. Y. 

Sage Dist. Co. 

Wichita, Kansas 
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cal enemies twit the flowered time- 
piece with sayings like “its 10 past 
geranium,” and “half-past petunia.” 

Even comedian Andy Griffith got 
into the act when the Governor ar- 
rived late at the Kentucky Colonels’ 
Derby banquet. “The Governor will 
be here eventually,” he said, “he’s 
stopped on the way to water his 


clock.” 


APITALISTIC COMMIES: Distribu- 
t tors of Soviet wrist watches in 
England lost no time in capitalizing 
on Yuri’s orbit around the globe. 
The July issue of Watchmaker, Jew- 
eller & Silversmith, the official jour- 
nal of the National 


Kngland, carried a 


Association of 
Goldsmiths in 
full-page ad heralding watches “from 
Russia further consignments 
with many new models.” 

The ad delivered its punch with as 
much thrust as a Soviet rocket: “Pre- 
craftsman- 


cision engineering and 


ship put the first man into space. 
The same high standards of skill and 
quality are to be found in these 
amazing Russian watches. The move- 
ments are unequalled at the price 
anywhere. Beautifully styled, each 
watch has a first quality leather strap 
and comes in a padded gift case. 
Shockproof, 


accurate and 


water-resistant, highly 


guaranteed for five 
here is the watch for the 


799 
space age: 


years 


Half the page was devoted to an 
oversize illustration of a 


Poljot 


modern face. 


17-jewel 


watch, with an_ attractive, 
Printed clearly in English at the 
face: ““Made in 


hase of the watch 
USSR.” 


TIMES: Archaeologists 


" Wyscseras 
A amining a Roman tomb in Da- 
mascus, Syria, discovered a woman’s 


skeleton. Beside it were bracelets. ear- 

















ENGAGEMENT 
| WEDDING 
RINGS 











JEWELERS’ CIRCULAR-KEYSTONE, OCTOBER 1961 




















rings, gold finger rings and four 
ivory boxes containing face powder, 
eyeshade sticks, perfume and _hair- 
pins. 

Times have really changed 


have they? 


biel "ELPING AND: The annual 

trooping of the colors is an even 
more important event to Londoners 
than the 


Philadelphians. 


Mummers’ Parade is to 
It's one of those instances when 
it is definitely not fashionable to be 
late, especially if you happen to be 
royalty. 
Thanks to 


London 


Stanley Humphreys, 


man about clocks, Queen 


af 


Elizabeth is always, but always on 
time for the trooping. 

Take the case of this years troop- 
ing. Rows of mounted troops, Horse 
Guards resplendent in their red 
coats, were drawn up on the Horse 
Guards Parade Ground ready to get 
on with the show. 

Kleven o clock came, time to start 
trooping. In the distance, Big Ben 
chimed the hour. But 
Elizabeth was not to be 


(Queen 
seen. 
Horrors! 

Fortunately, old faithful Stan was 
at his post in the Horse Guards tow- 
er overlooking the parade ground. 

Seconds before Big Ben began to 
boom, he gave a hand signal to an 
assistant and the Horse Guards clock 
stopped. 

One minute passed, two minutes 
... the hands stood still. Then Queen 
Elizabeth rode up on her black stal- 
lion. Stan signalled again. The tower 
clock chimed 1] times. 

The trooping began, and Stan, 
ever tactful, inched the tower clock’s 
hands forward just a wee bit faster 
than usual to make up the lost 130 
seconds. If anybody in the crowd 
noticed something funny going on in 
the belfry, nobody said anything. 


Just not done, y know. 








FASHIONS IN 


WATCHES: ~ 





@® MAGNIFICENTLY DESIGNED, more buy-compelling 
than any timepieces of the past 30 years, the fine 
jeweled fashion watch has caused an explosion in 
the face of time. 

“What is the manufacturer doing to help us sell 
fashion watches?” an irate retailer at the RJA 
show in New York complained. 

His answer lies in the watches themselves. Show 
them, display them attractively and they will sell 
themselves. 

Not only are they beautiful to behold; they are 
magnificently made—scintillating triumphs of the 
jeweler’s art on the outside, masterpieces of crafts- 
manship within. 

Quality is the watchword of these fashion 
watches, quality within and without. And the 
jeweler must talk about both. His own pride in his 
merchandise will best generate the climate in which 
they will sell. 


New Faces & Cases for Ladies 

@® Diamond cuts inspire shapes: the marquise, 
the pear, the heart. 

@ The “flare’’ complements the silhouette in ap- 
parel; bracelets flare out at the ends. 

@® Green and pink gold combine with yellow to 
create a new color palette for gold bracelets. 

@® The bracelet watch returns but with a new 
cover for the story. 

@ Handwoven mesh, basketweave, braided gold 
dateline watch ’61. 

@ Necklaces are matched to a bracelet—of a 
watch. 

@ Colored stones and diamonds are used lav- 
ishly. 

@ Lapel watches are updated to ornament the 
cape, the cardigan collarline. 

@ The pendant watch drops from a longer, mati- 
nee-length necklace. 

@ A new light reflects new time in the illumi- 


1. The flare silhouette date- 
lines this Benrus for 


tomorrow 


2. The very wide bracelet, shown 
with cover lifted, 


is by Universal Geneve 


3. Rigid gold bracelet watch 
by Rodania is one of 


the “flared” fashions 


4. Diamonds ornament an exqui- 
site hand-woven bracelet. 


A Piaget watch is concealed 


5. Ladies’ very thin automatic 
in 18 k gold with flexible 


band by International 


6. With Florentine finish and 
green tones of gold, a lavish 
bracelet conceals a Corum 


watch. Tessco Jewelry Creations 


7. “Swirl by Concord has bold 
motif, novel woven bracelet, and 


a concealed dial 


8. Perfection of a small ladies’ 
calibre made possible this Patek 
Philippe, with diamonds set into 


loop of contrasting black suede 


9. Intricate new concept in covered 
watches by David G. Steven, Inc. 
Heavy mesh bracelet with 


concealed cover of same material 


10. An electronically illuminated 


cover watch by Lucien Piccard 


11. Elgin’s “Starfire” enhances the 
size of the diamond and the 


shape of the marquise 


12. This gold bracelet by Movado 


flares to the tips of the diamonds 


13. Eterna offers this enameled 


green key-chain watch 
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Fashions in Watches (continued ) 


nated watch case. A real conversation piece. 
@ Asymmetry still prevails; faces move off the 


band or are placed at an angle. 

@ Width, like shape, has new dimensions; brace- 
lets are as wide as two inches. 

@ Slip-through colored bands come in every tone, 
every fabric. 

@ The Florentine finish has become a highly sale- 
able staple. 

@ The sapphire crystal, protective and pretty, 


still in favor. 


The Shape of Time for Men 

@ Shapes are as unconventional as continuing 
changes in men’s apparel: hexagonal, octagonal, 
elliptical, shields, space-inspired abstracts, the cir- 
cle in the square. 


An example of the elliptical or “egg shape’ 


@ Thin, thinner, thinnest—cases are unbeliev- 
ably and unprecedentedly slim. 

@ Bands continue so the dial has the same motif 
as the bracelet and strengthen the one-piece look. 

@ Uncluttered dials have markers on the rim, 
shortened hands. 

@® Crowns move off center. 

@ Layers of chain are intricately worked to give 
novel surface finishes on the bracelet. 

@ Openwork ladder motif makes the bracelet 
look lighter. 

@ The vest returns in apparel; the pocket watch 
in time. 

@® Triangular dials, sunburst hour markers- 
shape the immediate future of time; the elec- 
tronic and electric watches are the future in the 
present. See 


design 


by Audemars Piguet 


2. This Racine Royale features an ultra thin, 14 karat yellow 
gold case; black dial optional. Jules Racine & Co., Inc. 


3. Longines’ “Renown,” 18 k white gold, synthetic sapphire 


crystal, bezel set with 42 diamonds 


4. Rolex “Oyster Perpetual Day-Date,” 25 jewel, self-winding 
18 k gold case and bracelet 


5. Olympos, by Zodiac, a self-winding model, has hour hand 


on a self-orbiting disc and an off-center crown 


6. 


This Omega combines a striking sapphette crystal 


in 18 karat gold with a bracelet of matching design 


7. The Space Age is reflected, inside and out, in this 
Bulova “Accutron” electronic watch 
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8. “Individual,” by Doxa, a 17-jewel waterproof, is supplied 
with the wearer's initials in karat gold, set on 
a specially designed dial with gold markers 


9. For skin-divers, the “Depthomatic’”” by Croton—a 


self-winding depth gauge and timing instrument 


10. The “Autowind Lancer’ by Gruen is self-winding; it ha: 


23 jewels 


11. Hamilton’s “Vega,” one of the 505 electric models, 
has 18 k gold filled case 


12. Waterproof by Wyler has the one-piece look; band and 
case fit together in one sweeping line 


13. Seekers after unusual watch shapes should be pleased 


by this octagonal concept from Lucien Piccard 
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Concluding a description of Israel’s jewelry industry—by Gertrude Gold 




















To the efforts of the men shown here, 
Jerusalem's Diamond Center owes its ex- 
istence. Left to right at rear: Avraham 
Harmatz, director of the Jerusalem office 
of the Ministry of Commerce and Indus- 
try; Yehuda Devon, former director-general 
of the Pituach Research and Development 
Co., Ltd.; M. Kochavi, Minister of Labor 
and head of the Employment Department; 
Daniel Auster, former mayor of Jerusalem, 
now president of the Jerusalem Diamond 
Exchange. At table: Jean Van Praag, for- 
mer president of the (U. S.) Diamond 
Manufacturers & Importers Association; 
Mordecai Shattner, chairman of the Jeru- 
The last word in modern design, construction, equip- salem Economic Corporation; Levi Eshkol, 
ment and interior facilities is represented in Jeru- Minister of Finance; Mordecai Ish-Shalom, 
salem’s Diamond Center, shown here shortly before mayor of Jerusalem; Dr. Arnon, Director- 
completion. Note the extensive use of glass. General of the Ministry of Finance. 
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The Union Bank of Israel, Ltd., which is known 
as the “‘diamond bank,’’ has opened a branch 
in the Jerusalem Diamond Center, complete 
with vaults and all facilities. The bank has 
served the diamond industry for 20 years. 


JERUSALEM § NEW DIAMOND CENTER 


Completed late last year, it has 
opened up many new jobs, bol- 
stering Israel’s economy and 
helping to modernize the back- 
ward Talmudic peoples 


@ JERUSALEM, the religious center of Israel and 
the capital of world Jewry, now proudly boasts its 
own Diamond Center, probably the world’s largest, 
most modern and most all inclusive. The opening 
festivities held on Nov. 15, 1960 were attended by 
thousands of Israelies as well as important dia- 
mond merchants from America and Europe. Other 
centers are in Tel Aviv and Nathanya. 

Why did Israel see fit to invest one and a half 
million Israeli pounds in a Diamond Center? And 
why in Jerusalem? The reasons are many. 


Why Diamonds? 


Ranking first in Israel’s industrial exports, dia- 
monds are the third largest means of bringing for- 
eign money into the country (citrus fruits are 
first, the tourist trade second). 

Diamond factories require simple, light machin- 
ery and tools (incidentally all made in Israel), ship- 
ping is no problem, and, as diamond cutting re- 
quires no physical strength, both men and women 
ean learn this skill quickly and easily. 

For most other industries, heavy, intricate equip- 
ment has to be imported and on-the-spot water or 
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rail transportation facilities must be available. Be- 
sides, there is a current shortage in Israel of men 
capable of doing heavy work, and this situation is 
aggravated even further by the long, technica! 
training period needed. 


Why Jerusalem? 

Jerusalem is a “natural” for the diamond opera- 
tion. Its dust-free high altitude, abundance of sun- 
shine, and year-round cool climate provide working 
conditions conducive to maximum productivity. 

Furthermore, expansion of this industry will be 
an incentive for more people to live in Jerusalem. 
Before the 1948 War of Independence, it had 105,- 
000 Jews and 45,000 Arabs. After the war, only 
80,000 Jews remained; 25,000 moved to other cities. 
Its present population is 160,000 Jews and a few 
hundred non-Jews. The thousands of jobs created 
by its recently erected, diverse factories contributed 
materially to this great increase in the Jewish pop- 
ulation. 

Jerusalem is unique in that it had an untapped 
reservoir of manpower now being absorbed into 
the diamond industry. Concentrated in a very old 
quarter called Mea Shearim are several thousand 
Talmudic people, so ultra-orthodox they don’t even 
recognize the independence of Israel. Here they 
have existed for generations on a sub-standard 
level, adhering fervently to their ancient beliefs 
and customs. These people rarely, if ever, leave 
their immediate neighborhood and resent the in- 
trusion of strangers. If one dares drive through 
this section on the Sabbath, he risks being stoned. 

The women are completely covered from head to 
foot, except for their faces. Little girls, too, are 


(please turn to page 98) 
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by Dorothy Dignam, 
]C-K’s exclusive reporter at the Paris Collections, Autumn, 1961 


What is good fashion in Paris this season is 
good for selling jewelry at home. £* Balmain’s fa- 
mous perfume name, Jolie Madame or ‘Pretty 
Lady,” suggests the Paris picture as a _ whole: 
Clothes have curving lines again: slim waist, 
smooth midriff. £ Many 
garments are still loose but 
the wind is gone out of the 
“bags” you won t see 
them around again very 
soon. * Skirts are over the 
knee and gracefully flar- 
ing. The bust is high, 
small, voung. ‘ Everything 
bias-cut and on the slant 
Is new. Your customers 
will wear  long-stemmed 
pins and long spray 
brooches posed at an an- 


gle. ¢ 


Dresses that drape 
to the side and capes and 
scarfs that swing to the 
left shoulder—if not but- 
toned there—can use huge 
pins a la Scottish cairn- 
gorms. § Many bodices are 
sleeveless; others have 
long, tight “glove-fitting’’ 
sleeves (as at Dior’s) and 
both types take bracelets. 
“ Necklines are right for 
necklaces if you wear the 
necklace on the _ outside, 
over the dress. Most bod- 
ices are high in front and 
scandalously low in back, 
after 5 o’clock at least. 
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Harry Winston, Paris. Necklace combining 
lay-down collar and trellis work, in diamond 


Two matching diamond 


brilliants and pears. 
bracelets in the hair. Coiffure by Alexandre, who how handsome they look 


did Mrs. Kennedy's hair during her Paris visits. 


Many necklaces have a huge ornamental clasp at 
the back and a tassel hanging down in front. 
You wear it front to back with a backless gown. 
“ Dresses and suits are self-trimmed, that is, with 
fringe, bows, scarves and floating panels of the 
dress material. This gives 

a low-key, one-tone back- 

ground, perfect of jewelry. 

Especially ingenious self- 

trimming at Pierre Car- 

din’s. Self-fabric bows on 

“everything” at Serge Mat- 

ta’s. * That jewelers’ joy, 
the black velvet dress, is 
back again strong. Suits, 
costumes, evening wraps 
and formals, all come in 
black velvet at Jacques 
Griffe’s. “Little boy” suits 
of black velveteen at Cha- 
nel’s. Big black velvet hair- 
bows for young. girls, 
worn just back of the 
crown, at Dior’s. ‘I/t is 
good fashion to suggest 
wearing a black velvet rib- 
bon bow behind a diamond 
pin—to bring out its white- 
ness and make it look 
larger — with almost any 
type of woolen day dress 
short of slacks and sweater. 
“Fur is a furor—every- 
thing trimmed with it. But 
the flat pelts are back and 


pinned with big, bold 
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Chaumet, Paris. Diamond brilliants and baguettes 
; ; = in a suite comprising low diadem, streamer 
Chaumet, Paris. New beret with pixie crown in 


a POM gO e's earrings, draped necklace. Mountings in classic 
olive green velvet. Worn with bowlike “twist” of 


' , manner, with platinum. This jewelry is dainty 
diamonds and rubies; all-ruby earclips to match, 


"ater : in scale, truly Parisian. Coiffure by Guillaume. 
Most Paris millinery is untrimmed, as though 


ready for Madame’s own jewelry. Beret by Orcel. 


golden brooches! Sheared lamb, Persian, broadtail, 
pony, sheared beaver, white ermine and mink, all 
were shown by Revillon, one of Paris’ finest fur- 
riers. Hats are made of these flat pelts, too. Back 
to Boone County for the bushy, raccoon look. * Hats 
remain almost starkly untrimmed, ideal for jewels. 
These hats depend on wonderful combinations of 
color and texture such as a crown of brown velvet 
and upturned brim of white mink at Maggy Rouff’s. 


Berets are everywhere and a diamond beret pin 
with earrings to match is clever. * Colors in Paris 


couldn't bring a better background to fine jewelry: 
muted browns and stone colors, gray, velvet black, 
pine green, snow white. This white is really a 
frost-blue-white, whether in fur, tweed, plush or 
brocade, and looks wonderful with diamond-plati- 
num jewelry. Handsome white costumes and white 
accessories at Madame Gres’ and at Balmain’s. 
For color-contrast and tie-in with the different 
gemstones, there are: 
“Cat colors,” all the Lanvin Castille, Paris. For evening wear, some 
tortoise range from yellow to red-brown. of the biggest-in-Paris “bristling pearls,” each bead 
© The sharp blues, probably coming up strong for studded all over with small, sparkling stones. 
spring. Think of the color of Faberge blue enamel The necklace is surprisingly light, however. 
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Harry Winston, Paris. Unusual garland of 
diamonds that crosses the forehead, 
disappears under the hair and emerges 
again as a long ornament, replacing 

the earring. Shown in Mr. Wimston's new 
salons, 29 Avenue Montaigne, Paris. 


Nina Ricci, Paris. Newer earring but 
still of stark simplicity, called 
The Tambourine. Opaque black glass 
suspended from a golden ear button. 
Black mascara and bright pink (not red) 
lip rouge complement the jewelry. 


QUICK-PICK FROM PARIS (continued) 


and that’s it. Lanvin Castillo already is crashing 
together such evening colors as peacock and cerise, 
electric blue and lobster. Don’t hesitate to combine 
in one ptece of jewelry every blue stone you can 
find: turquoises, sapphires, aquamarines, lapis, blue 


Zircons. 


Some Fashion Phrases to Use in Fall Selling 
“Flared line” in jewelry: women are happily con- 
cerned with the flared line in clothes 


Fantail effects, crested-top pins and pendants (at 
Maggy Rouff’s) 


“Devil tail”’—many long, stiffened points, trailing 
panels and trains in evening wear 


Fourth-of-July, burst and shower pins 


Crusader’s collar—deep, bib-like necklace of chain 
rings or overlapping metal segments, as at Gres’ 


‘ , 


‘shaggies’’—much fringe and flutter 
and evening ostrich feathers on Paris clothes. Dior 


Shag pins or 


had shag pins with long shaggy tassels, too 


The lean line, the long-pulled-out look: important 
with Jacques Griffe 


Twilight jewelry—new, all-embracive term for 
cocktail jewelry 

“Touch me” jewelry: when a dress is elaborate, 
flowered, beaded, embroidered, etc., wear jewels 
touching the skin and not against the ornamented 
fabric. Examples of such jewelry: short necklacés, 
-arrings, bracelets, rings 


Most Important Jewelry Items in Paris 

® Chanel’s “breadstick’”—a tubular bar pin of gold, 
sometimes twisted, a minimum of five inches long. 
Trimmed with one or more big pearls. Worn instead 
of any button-closing at the collarless neckline of 
the typical little Chanel loose jacket. The definite 
rebirth of bar pins! 


® Necklace with very large ornamental clasp and a 
separate clip to match. The latter is worn as a 
brooch or attached to the necklace as a second 
motif. On top of the shoulder blades, either side, is 
the smart place to wear two ornaments on a neck- 
lace. 


® Brooch, size of a humming bird at least, and a 
real bird in its design, to wear on the luxurious 
all-mink beret. Every bird different but typical 
gems: diamonds, turquoise and Persian blue ename! 
(Cartier’s). 


e Trellis or network designs in diamonds-platinum, 


(please turn to page 105) 











This is the second article 
in a three-part digest of 
the rules and regulations 
governing the Federal 
Retail Excise Tax. Sales 
to certain purchasers are 
tax exempt. Forms like 
those shown here may be 
used for such transac- 
tions. The author was ex- 
ecutive vice chairman of 
the Jewelry Industry Tax 
Committee for several 
years 
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PART TWO by Bernard N. Burnstine 


@® SALES OF OTHERWISE TAXABLE ARTICLES to 
non-profit educational organizations for their 
exclusive use are exempt from the Federal re- 
tail excise tax on jewelry. Such sales would 
include trophies, medals, pins, rings, etc., that 
schools and colleges give as awards. 

In instances of such sales you must obtain 
a statement, signed by an authorized represen- 
tative, to the effect that the school or college 
has a letter from the Internal Revenue Service 
exempting the organization from income taxes. 
The statement should also say that the exemp- 
tion is current, and that the purchase is for the 
exclusive use of the school or college. You must 
keep this statement in your files, for a period 
of three years from the time a tax return would 
be normally due, for possible examination by 
Internal Revenue Service auditors. 

The District Director of Internal Revenue 
nearest the school or college has a list of such 
exempt organizations and can advise you if 
there should be any question of non-exemption. 

Exemption Form No. 1, or one similar to it, 
can be used in transactions of this sort. 

In exempt sales to schools operated by a 
church or other religious organization, Exemp- 
tion Form 2, or one similar to it, may be used. 

It should be noted that the excise tax does 
apply to sales of merchandise by income-tax- 
exempt charitable or religious organizations. 
Such sales would include new or second-hand 
articles sold in thrift shops, white elephant 
sales, etc., and where the articles are received 
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on consignment. The fact that the proceeds Form 3 can be used or one similar in sub- 
of such sales are used for charitable or religi- stance. 
ous purposes does not exempt them. 


Sales to Government 


Sales for Resale Sales to any State, Territory of the United 


Sales made by one retailer to another re- States or any political subdivision of the same, 
tailer for resale are tax free, provided proper or to the District of Columbia, for their ex- 
proof of exemption is executed. Exemption clusive use are exempt from the tax. The law 





EXEMPTION CERTIFICATE 1 Jewelers must obtain a state. 
ment such as this to exempt 
(DATE) non-profit educational organ- 


| izations from payment of ex- 
ee eS SI Se ee ib 0.6 es 00.65.80 08 Kee SEER Tee bene Ubeehesaweeet } ad 
(TITLE) cise tax on jewelry items pur- 


' chased for their exclusive use. 
ies 
(EXEMPT ORGANIZATION) 
and that he is authorized to execute this certificate; and that the articles specified in the 
accompanying order or on the reverse side hereof are purchased by such organization ex- 
clusively for use in its educational activities. 

[It is understood that this exemption certificate is for use only by a non-profit educational 
Organization in the tax-free purchase for its exclusive use of articles subject to the retailers 
excise tax: or by an organization exempt from income tax described in section 501(c) (3) of 
the Code in the tax-free purchase of any such article for the exclusive use of its school which 
qualifies for the exemption; and it is further agreed that if any article purchased tax-free 
under this exemption certificate is used otherwise, such fact will be reported to the retailer 
from whom the tax-free purchase was made. 

The organization claiming exemption under this certificate has received a determination 
letter (or a dng from the Internal Revenue Service holding the organization to be exempt 
from income tax as an organization described in section SOi(c) (3) of the Internal Revenue 
Code (or has maadiied a determination letter (or ruling) under the corresponding provisions 
of prior revenue laws). The date of such determination letter (or ruling) 1s 
and such determination letter (or ruling) has not been withdrawn or revoked. 

The exempt organization, or the school cperated as an activity of the exempt organization, 
normally maintains a regular faculty and curriculum and normally has a regularly enrolled 
body of pupils or students in attendance at the place where its educational activities are 
regularly carried on. 

The undersigned understands that the fraudulent use of this certificate for the purpose of 
securing this exemption will subject him and all guilty parties to a fine of not more than 
$10,000, or to imprisonment for not more than five years, or both, together with costs of 
prosecution. 





Schools operated by religious 
organizations should prepare 
forms such as the one at left 
for their tax-exempt purchases. 


EXEMPTION CERTIFICATE 2 


The undersigned hereby certifies that he is.... 


of.. 

(EXEMPT ORGANIZATION) 
that he is authorized to execute this certificate: and that the articles specified in the accom- 
panying order or on the reverse side hereof are purchased by such institution exclusively for 
use in its educationai activities. 

It is understood that this exemption certificate is for use only by a school operated as an 
activity of a church, parish, or other religious body in the tax- free purchase for its exclusive 
use Of articles marion d 4 to the retailers excise tax; or by a church, parish, or other religious 
body in the tax-free purchase of any articie for the exclusive use of its school which qualifies 
for the exemption; and it is agreed that if any article purchased tax-free under this exemption 
certificate is used otherwise, such fact will be reported to the retailer from whom the tax-free 
purchase was made. 

The school operated as an activity of the church, parish, or other religious body normally 
maintains a regular faculty and curriculum and normally has a regularly enrolled body of 
pupils or students in attendance at the place where its educational activities are regularly 
carried on. 

The undersigned understands that the fraudulent use of this certificate for the purpose of 
securing this exemption will subject him and all guilty parties to a fine of not more than 
$10,000, or to imprisonment for not more than five years, or both, together with costs of 
prosecution. 


(SIGNATURE OF AUTHORIZED INDIVIDUAL) 


(ADDRESS) 


JEWELERS' CIRCULAR-KEYSTONE, OCTOBER 1961 





does not provide for tax-exempt sales to the 
United States; however, the Secretary of the 
Treasury has the authority to waive tax on 
such sales if he deems it in the interests of the 
Government. 


session of the United States are exempt from 
the retailers excise tax. In order to establish 
exemption you must maintain adequate records 
and have in your possession documentary evi- 
dence showing that the articles were so sold 


and that they were exported or shipped in due 

course. 
Usually a postal, express or other carrier 
(Please turn to page 104) 


Sales for Export 


Sales for export or for shipment to a pos- 





Proof of tax-free sales by one EXEMPTION CERTIFICATE 3 


retail jeweler to another, for 
resale, can be provided by (DATE) 
preparation of an exemption The undersigned purchaser hereby certifies that he is engaged under the name of 


form such as that at right. 


(ADDRESS) 
in selling at retail articles subject to the retailers excise tax; that the article or articles speci- 
fied and fully identified in the accompanying order, or on the reverse side hereof, are pur- 


chased from 
(NAME OF SELLER) 

for resale; and that the retailers excise tax payable in respect of retail sales of jewelry, etc., 
under section 4001 of the Internal Revenue Code will be reported in returns filed by the 
undersigned with the District Director of Internal Revenue at 

The undersigned understands that he must be prepared to establish by competent evidence 
that the articles were actually purchased for the purpose stated and that the tax due thereon 
was paid to the Government. 

It is also understood that the fraudulent use of this certificate to secure exemption will sub- 
ject the undersigned and all guilty parties to a fine of not more than $10,000, or to imprison- 
ment for not more than 5 years, or both, together with costs of prosecution. 


(ADDRESS) 





Tax need not be paid on nor- 
mally taxable articles sold to 
residents or citizens of Mex- 
ico so long as a statement 
similar to the one at right is 
made on the sales slip, show- 
ing that articles will be ex- 
ported to Mexico prior to use. 


MEXICAN BORDER EXEMPTION 


I hereby certify that the merchandise listed upon this sales ticket is purchased by me a 
citizen and/or a resident of Mexico, for export to Mexico and in due course will be exported 
to Mexico prior to use. 

(SIGNATURE OF PURCHASER) 


(ADDRESS) 


(IMMIGRATION OR DOCUMENT NUMBER) 


"(ISSUED AT) 





In the concluding installment of this series in the November 
issue of JC-K, Mr. Burnstine will discuss excise tax rulings 
on exchanges of merchandise, installment accounts, invest- 
ment sales; he will also describe certain special rulings and 
will explain the whens, whys and wherefores of reporting 
and paying excise taxes. Reprints of “Form 720—The Jew- 
elers’ Guide to Excise Taxes,” including lists of taxable and 


non-taxable items, will soon be available at $1 each. 











JEWELERS’ CIRCULAR-KEYSTONE, OCTOBER 1961 





First in a series describing the commonest of minerals—by Dr. Frederick H, Pough 


THE MANY FACES OF QUARTZ 


@ THE VARIED, COLORFUL SLABS of a_ substance 
known to the “rockhounds” as “agate,’’ which lie, 
tempting purchasers, in shallow pans of water at 
all the weekly gem shows, make one wonder why 
the jewelers’ agate wares should remain so limited. 

Amateur cutters talk familiarly of lace, forti- 
fication, sagenite and plume, and would soon lose 
any eavesdropping jeweler. It is remarkable that 
a hobby which boasts of so many thousands of fol- 
lowers has had so little influence on those who 
make their living from similar materials. 

Since World War II, the number of amateur 
mineral collectors and lapidaries has grown so large 
that some claim they comprise the nation’s second 
or third largest hobby group. A number of hobby 
magazines, numerous manufacturers of cutting ma- 
chineryv, and a growing number of dealers all con- 
firm the great popularity of one or another phase of 
the mineral hobby as a leisure-time activity. Yet 
many jewelers, far from sharing in the general! 


benefits of this amateur interest, have, by and large, 
refrained from any association with the hobby 
group. 


The Pros Shy Away 

There are several explanations for the profes- 
sional’s lack of interest in the hobby aspects and 
his persisting unfamiliarity with newer stones 
the hobby has brought into the market. 

In general, few of these stones are available 
commercially, because a certain amount of hard 
work is involved in collecting the more attractive 
agates. The more interesting agates are usually in 
small pieces and differ in appearance so no one is 
likely to be exactly like a dozen others. Hence, the 
commercial manufacturers are unable to use them, 
for they can hardly supply a gross of identical 
pieces. (The conventional Brazilian materials come 
in large masses and are about as alike as two peas 
in a pod. Any differences are so minor that all will 

(continued ) 


Quartz has many guises. Seemingly unrelated, some of 
them are appreciated by hobbyists; some are of interest 
to jewelers. Above, part of a typical quartz crystal. At 
right, a Herkimer “diamond,” typical of many crystals 


found along the Mohawk river in New York State. 
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National advertising promoting your 
diamonds starts ats 23rd year 


NEW ADVERTISING 
MORE ADVERTISING 


to help you make engagement diamond 
and diamond gift sales 


a diamond is fr uve 


Engagement Diamond Advertising 
in Look, The Saturday Evening Post, Readev’s Digest 

. dramatizes the enduring romantic symbolism of the 
engagement diamond... gives information on diamond 
sizes and prices, tells the reader “How to buy a diamond.” 


Special Diamond Buying Guide Advertisement 

in The Saturday Evening Post, Look 

... gives detailed facts and information on how to judge 
diamond quality...explains what is meant by color, 
clarity, cutting, carat weight. Runs in Fall and Spring. 





Diamond Gift Advertising 
in Time, Newsweek, National Geographic 

. addressed to men, promoting the diamond in any of its 
forms as the most meaningful of gifts for anniversaries, 
birthdays, other family occasions. 





New Advertising Promoting the “Diamond Wardrobe” Idea 
in The New Yorker, Town and Country 

... addressed to women, highlighting the number and 
variety of diamond jewel pieces available... underlining 
the wearability and sensory appeal of diamond jewelry. 


Tie in with the National Diamond Promotion—keep diamond sales coming your way 


DE BEERS CONSOLIDATED MINES, LTD. 
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THE MANY FACES OF QUARTZ 


continued 





HIGH TEMPERATURE SILICA—purely mineralogical varieties 





1. Silica glass—iechatelierite (found in Meteor Crater) 








2. Cristobalite—white cubic crystals 





3. Tridymite—orthorhombic crystals 





4. Beta-quartz—hexagonal trapezohedral—hemihedral crystals 





LOW TEMPERATURE QUARTZ or ALPHA QUARTZ—formed at less than 575° C. Some idea of the Heinz-like 


variety of quartz and silica 





1. Coarsely crystallized varieties: Mainly from warm solutions 


Rock crystal 

Milky quartz 

Rose quartz 

Smoky quartz 

Citrine 

Amethyst, etc. 

Aventurine, eosite, etc. (secondarily) 


can be gotten from the ac- 
companying chart which 
breaks down the minerals ac- 
cording to their temperature 
formation and crystallization. 





2. Finely crystallized varieties: Otten from cold solutions 


Chalcedony—translucent, bending not conspicuous 
Chrysoprase 
Carnelian 
Sard 
Onyx 
Moss agate 
Bloodstone, etc. 


Agate—translucent, prominent banding (often enhanced artificially) 


Banded 
Patterned 
Jasper—opaque, highly colored 
Petrified wood 
Tiger eye 
Dinosaur bone, etc. 
Chert and flint—opaque, dull colors 





be equally acceptable, and a reorder obtains mer- 
chandise essentially indistinguishable from the 
previous lot. This is generally presumed to be an 
ideal situation, though in natural gemstones, which 
are commonly sold on a rarity basis, one wonders 
if this concept should not be reexamined. ) 

Since there are now so many and varied agates 
in the hobby fraction of the jewelry trade, it would 
be useful to describe some of them for the jeweler 
who does care to talk more intelligently about them. 
The value placed by some of their owners on their 
pet finds of plume agates, for example, would put 
them right into the precious stone class. Agate has 
become a very general term, and one suspects that 
to some who are more craftsmen than gemologists, 
any of the dealers’ slabs is an “agate,” be it cut 
from chalcedony, jade, rhodonite or lapis. The dis- 
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cussion here will be restricted to quartz alone, for 
it has infinite variety. 


Ubiquitous Mineral 

Quartz is the commonest mineral. Chemically, it 
is a silicate of silicon. It used to be called an oxide, 
silicon oxide, and it is really still that, but the ar- 
rangement of its atoms places it with the silicates, 
so new mineralogy texts group it with the silicates. 
Eventually museums, as they rearrange, will re- 
move it from the cases with the true oxides like 
spinel, ruby and chrysoberyl. 

Chemically it still behaves, as it always has, like 
an oxide. Its oxidized state is a partial explanation 
of its ubiquity, for it is part of the residue of the 
destruction of rocks like granite. When granite 


(please turn to page 102) 
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Communications, as a science, is approaching the 

th e i ews © ultimate. In the blink of an eye, news can be carried to 

~ every corner of the world. The science of diamond cut- 

re al ly gets ting has also approached the ultimate, giving the dia- 
mond greater fire, greater brilliance, greater beauty. 


a ro ij | ] i _ The fact that Baumgold has paced this progress is best 
mae «evidenced in the unquestionable superiority of Baum- 
 gold’s own Circle of Light and Jager Blue diamonds. 


PACING THE PROGRESS OF THE DIAMOND IN- 
DUSTRY SINCE THE TURN OF THE CENTURY. 


BAUMGOLD 


BROTHERS, IN 


- 580 FIFTH AVENUE, NEW ted? 36, N.Y. 
NEW YORK e LOS ANGELES e TORONTO 
VANCOUVER e« LONDON e ANTWERP 





Emerald HIGH FASHION DESIGN PIECES 


by Sol P. Kaufman 


@ The green fire of emerald burns more brightly 
than ever these days. This is due, in part at least, 
to a broadening of the market as the result of 
scientific accomplishments of which jewelers are 
well aware. 

This original design plate shows attractive uses 
for emerald in tri-dimensional rings, earrings and 
brooches. Baguette diamonds are indicated for all 
of the pieces. Some of them also use round, tapered 
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baguette, pear and marquise shaped diamonds. 


Each month, this page presents ideas for custom- 
designed jewelry, as an aid to those jewelry stores 
which wish to develop this type of business. Vari- 
ous members of JC-K’s Creative Designers Panel 
contribute to the series. Page 106 contains a cap- 
sule biography of this month’s designer, Sol P. 
Kaufman. |e 
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HARRY WINSTON, Inc. 
OFFERS YOU 

THE WORLD’S 

LARGEST 

SOURCE 

OF LOOSE 

DIAMONDS. 


se ” 
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Oe eg gh a 
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MR. VOLUME USER ... 


We have geared our operations to you! 


If you buy loose diamonds in quantity, we can offer 
you the world’s largest invevtory . . . an unmatched 
selection of sizes, cuts and colors. 


It will pay you to buy from Harry Winston, Inc., because we 
cut and polish our own rough in our own factories. 


Contact us to see how savings can be effected by buying 
at the source, with a merchandizing program that will 
help you sell faster... at better prices. 


, > 
“TH Entrance for Loose Diamond Division 
INC ae React W. 56th St. 
ie 


718 FIFTH AVENUE, NEW YORK 18,N.Y. _—WUTTE CALIFORNIA OFFICE 
Circle 5-2000 ot 448 SO. HILL ST.,LOS ANGELES, CAL. 
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by Walter Lehman 


CAN THE U. S. PUBLIC BE SURE OF... 


BARGAIN DIAMONDS ABROAD? 


@® TO QUOTE from an issue of Hsquire magazine: 
“Amsterdam is the world’s diamond-cutting capital. 
You can arrange for a tour of one of the diamond- 
cutting establishments through the local tourist 
office, or your hotel porter will be able to set things 
up for you. *! 

To quote again from the July 10th issue of the 
Insider’s Newsletter: 

“WAYS TO $AVE MONEY” 

“The world’s biggest cut diamond market—Ant- 
werp—is soliciting mail-order trade from U. S. 
customers, who can save up to 50 per cent on single 
diamonds at wholesale prices by ordering direct 
from the dealers. Key to the saving: The real cost 
is not in the stone, but in the cutting. Antwerp, 
with Amsterdam second, is now the acknowledged 
center of the diamond-cutting art—there are more 
cutters in these two cities than anywhere else.”’ 

let us take the statement by Esquire first. In- 
stead of Amsterdam being the world’s diamond cut- 
ting capital, it is actually almost out of the pic- 
ture in serious diamond-cutting. It does not rank 
even close to Antwerp, Tel-Aviv, or New York. 


This is a fact, not a guess. On what information, 
and on what figures did Esquire base its findings? 

Quite obviously, the hotel porter will arrange 
a visit to a diamond factory. We visited several 
while traveling with tourist groups. The gibber- 
ish and fol-de-rol that is dished up to American 
tourists is so factless and misleading as to be nau- 
seating to everyone with a knowledge of our busi- 
ness. Nevertheless, European “‘con’’ men continue 
to show and quote to tourists articles from Ameri- 
can publications, similar to those mentioned above. 
Instead of presenting authoritative facts, they 
quote inaccurate statements from our own consumer 


publications. 


Americans vs. Americans 
What could be more disastrous for American 
jewelers? Our jewelers lose sale after sale to 
European merchants; and the latter are aided and 
abetted by American media supported by advertise- 
ments of American firms! 
Do these news items tell you that the hotel 
porters receive a liberal commission for setting up 
(please turn to page 93) 





LEHMAN | 





Can tourists visiting the Low Countries expect to pick up diamonds 
at a substantial saving, compared to what they would have to pay 
in the United States? No, says the author, and he tells why in the 
accompanying article. Left—Walter Lehman, president of Ejich- 
berg & Co., Inc., New York diamond importers and cutters. Above 
—the Royal Palace, one of the tourist attractions at Amsterdam. 


+§ f° Fe —_— i. 
UNITED PRESS-INTERNATIONAL 
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PERIL COLPURED PEARLS 


Complete Package Insures PROFIT DOLLARS 


Thousands of jewelers from coast to coast profits—a good way to start is to ask your 
have found the Imperial Cultured Pearl Imperial representative to see the new 
complete package brings in added profit Imperial Cultured Pearl promotion kit, or 
dollars. Hop on this band wagon to bigger better still, write Imperial for a kit today! 


IMPERIAL PEARL SYNDICAT _* INC. World's largest House of Cultured Pear/s 


NEW YORK CHICAGO DETROIT LOS ANGELES TOKYO 
681 Fifth Ave. 5 N. Wabash Ave. 914 Michigan Theater Blidg. 607 S. Hill St. 45. Aka Saka Shinsakamachi, Minato Ku 
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‘Keepsake Has Contributed 
More Than Anything Else 
To Our Success!’ 


...W.W. Bristol, Burwell, Nebraska 


ke...the Rings That Ring Your Register 
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WE 
CONGRATULATE 
BRISTOL JEWELRY 
BURWELL, 
NEBRASKA 
Now celebrating their 


1Q¢ 








Anniversary 


After ten successful years, Mr. W. W. Bristol reports: ‘Keepsake diamonds are 
proudly displayed in our store and window... Wwe advertise them locally... we 
offer Keepsake Rings, knowing they are finest quality and of maximum brilliance 
and clarity... Keepsake works for us and gives us prestige... Keepsake has best 
guarantee in the industry... gives something with which to really close the sale 
...a pleasure to recommend Keepsake to other jewelers as well as our customers.” 


ess for the authorized Keepsake Jeweler 
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4. Two Ply-Grille panels and a tree. For a new-look dis- 


play, after a week or two, reposition one of the units. 


B. Here, one of the panels used in Sketch A forms a back- 
ground for evergreen wreath. Candles have paper “flames.” 
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by Virginia Dixon, JC-K Display Consultant 


ristmas Windows 


Many variations from 
one basic motif are possible 


with plywood panels 


@ WITH THE CHRISTMAS SELLING SEASON in most 
localities starting earlier each year, one Christmas 
window change is hardly enough to carry through 
for the whole period. 

Since time is more than ever at a premium in 
the weeks before Christmas, this month’s window 
sketches suggest a type of display which can be 
modified once or twice to give your windows a look 
of change without creating an entire new set-up. 
All the props can be made up ahead of time and a 
quick shuffle can give you a “new look.” 

A basic unit on which several changes can be 
rung, and which might be used in each of your 
windows to give a feeling of unity to your entire 
store-front, could be the new ‘“Ply-Grille” panels 
offered by Jaffre Products Corp., 189 First St., 
Brooklyn 15, N. Y. These panels come in 11 dif- 
ferent patterns, with and without plastic backing 
or sandwich, in a variety of stock sizes and also 
cut to custom measure. They are made of birch or 
Philippine mahogany plywood in several thicknesses 
and are available with and without frames. 

Write to the company for full information and 
illustrations of the grille patterns. If you give them 
the measurements you want, they will quote on a 
factory-prepared do-it-yourself package or a fac- 
tory-constructed unit, painted or unpainted. Prices 
for standard grilles are very reasonable—15'% inch 
by 23% inch grille, one quarter inch thick is $5; 
151% inch by 48 inch, one eighth inch thick is only 
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Originally established 1866 


Kahn- Jacobson , |nc. 
DIAMONDS 


608 Fifth Avenue, New York 20, N. Y. 


Formerly 


L. & M. Kahn & Co. Telephone Clrcele 65-4313 
and 82/34 Holborn Viaduct, Londen 


Jacobson Bros. Diamond Corp. Cable Address: “Redlace’’ New York 

















Rubies, Star Rubies, Sapphires, 
Star Sapphires, Emeralds 
and Cats Eyes... 


Available loose or set in 
Platinum Diamond Mountings 
of exclusive design ... 


| Sparen Abbirison 


Formerly Robinson & Sverdiik 


10 FIFTH AVENUE, NEW YORK 20 


BR 
4' Over 42 Years of Dependable Service 
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THREE-IN-ONE CHRISTMAS WINDOWS (continued) 


C. In another change, panel from Sketch A is flanked by plain pan- 
els, with bells attached. Keeb the same green floor in all displays. 


How to make bells, bows and candles for holiday display 


$4.50. These patterns are also available in folding 
screens. 

To start off your holiday displays, use two of 
the panels against your window background with a 
decorative half-round or full-round Christmas tree 
in the center. (See sketch A.) Tie clusters of 
Christmas tree ornaments with gay ribbons and 
festoon them across the upper background. Use 
gaily wrapped Christmas boxes as elevations for 
the merchandise in the foreground. 

Christmas trees come in so many shapes and 
forms now that your budget can decide what type 
of tree to use. Any kind will add a bright note 
inside the store for the balance of the holiday 
period. An honest-to-goodness natural tree may be 
hard to come by as early as you may want it and 
also may be a fire-hazard unless carefully sprayed 
with fire-retardant solution. Artificial trees may be 
had, either dead ringers for the rea] thing, or 
stylized in the most modern manner. Take your 
pick! 

The least expensive tree you can have is a giant 
cone of no-seam paper. A half circle with a radius 
the height you want your tree will give you a good 
shape. Paint your ornaments on or use gay cut- 
outs of metallic paper and sequins. 

For your second window change, remove one 
screen, and use the other as a background for a 
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lush and lovely evergreen wreath (sketch B). Cover 
mailing tubes of various heights in bright red 
paper to make giant candles and candle-shaped 
elevations. Give the “candles” their own ‘“‘flames”’ 
of twists of red and yellow tissue paper. For small 
jewelry items, put them in gift boxes atop the 
candle elevations. For larger merchandise, use the 
candles as a background grouping. Tie the wreath 
with a splashy red satin bow. Candles can be cov- 
ered with fabric instead of paper... a little harder 
to do and a bit more expensive, but much richer 
looking. 

For your third change, center the grille panel 
and flank it on either side with plain panels against 
which cut-out or half-round bells are attached 
(sketch C). Paint gay ribbon-like flourishes around 
the bells or tack on actual lengths of ribbon. Large 
pieces of merchandise are arranged on elevations 
around the sides of the window, and small jewelry 
items are fratured on a flat, fabric-covered circle 
on the window floor with a bell cut-out for a copy 
panel. Bells might be in gold with a gold circle 
on the floor and elevations covered in gold paper 
or cloth. A dark green floor would be practical with 
all three displays and give a good contrast to the 
other Christmas colors. Grille panels might be 
painted in gold, dark green, or, if a dark back- 
ground is used, in white. Zea 
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DIAMOND CLUSTERS 


BARGAIN DIAMONDS ABROAD? 
(Continued from page 86) 


(and “set-up” is the perfect description!) visits 
for you? 

Do the porters tell you that European dealers 
charge certain excise taxes (as much as 100 per 
cent in England on jewelry), and that cut diamonds 
are dutiable when imported into the United States? 

Do they tell you that there is little assurance of 
exchange or opportunity of redress if the diamond 
is not as represented? 

We have a friend who bought a “one carat” dia- 
mond—it actually weighed 89 points. But when 
the seller received the complaint, he replied that 
the diamond “measured” one carat and all one- 
carat rings weighed from 89 to 100 points. 

Let us study the report by Insider’s Newsletter. 
What is meant by savings “up to 50 per cent’’? If, 
for example, 1 per cent was saved, would that be 
in the area of “up to 50 per cent’? What kind of 
deceptive reporting is this? We are told by the 
Federal Trade Commission that we must observe 
a strict code of ethics! But what about statements 
of this kind? 

What about the statement: “Single diamonds at 
Who is to judge if it is at 
wholesale prices? Does this newsletter have an 
expert to determine whether or not the prices are 


wholesale prices’? 


wholesale? What evidence, what research, what au- 
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thority has been used to determine the “value,” 
wholesale or retail? Appraisals are disputations 
at best. 

This newsletter continues: “the real cost is not 
in the stone, but in the cutting.” Everyone in our 
industry knows that it is more economical to cut 
diamonds in America when the stones weigh a half 
carat or more. Our cutters bring the rough in duty 
free. Europe cannot possibly compete with America 
in making diamonds of half carats and over; nor 
can it begin to compete in price. How can any pub- 
lication imply that the cutting—not the stone 
itself—is the real cost factor in the price of larger, 
single stones? How could anything be further 
from the truth? How could the publication have 
come to such a conclusion? 

What, then, are the jewelers going to do about 
it? Nothing? A little more than nothing? Or, are 
they going to protest militantly against such 
harmful and misleading statements? 
Jewelry Industry Council, but it, unfortunately, is 
handicapped by too little money. It deserves far 


more active support, so that our industry can have 


We have a 


an adequate-financed public relations department 
to safeguard its interests. 

In addition to supporting the Jewelry Industry 
Council, every jeweler should send a letter of pro- 
test to these publications and any other publica- 
tions which spread obviously untrue information 
which harms the American jewelry industry. BE@ 
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Good Contests Spell 
GOOD MORALE 


A few words to the wise on the do’s 
and don’ts of a traditional sales booster 


By H. E. CARROLL 


@ Employee contests can send sales soaring... 
or they can fall hopelessly flat, an investment in 
time and money with little or nothing in returns 
to show for it. 

No two sales contests are alike—they shouldn’t 
be because novelty is often the essence of success. 
Nevertheless, contests which produce results 
share certain things in common. 


Objective 

Any good contest must have a concrete, easily 
understood objective. “Increasing sales” is not 
enough. Naturally you want to increase your 
sales; that is the whole purpose of the contest. 

But by how much? In other 
words, just how many 
watches or diamonds do 
you want to sell? What 
dollar volume do you want 
to reach? 
As important as_ the 
“how much” is the “how 
long.” To make your objective even more specific, 
set a time limit for the contest. Once you know 
how much you want to sell in what span of time, 
your sales people have a visible goal by which 
they can measure their day-to-day accomplish- 
ments. 

That goal, of course, will have to be obtainable. 
An objective hopelessly out of reach does not 
challenge. It discourages. Make sure that your 
sales people can, by stretching just a little, reach 
the objective you have set. 


Attractive Rewards 


Sales contest rewards fall into four groups— 
money, merchandise, time or title. Each has its 
merit. 
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Money prizes are always good because their ap- 
peal is universal—you don’t have to worry about 
whether your sales people can use the prize! 
Moreover, money awards can be so graded as to 
reward all your staff in order of individual ac- 
complishment. 

Merchandise prizes require a little thought: 
Will the prizes selected appeal to all sales people 


°/6 Ot 677 4S oOo 
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of both sexes? On the other hand, merchandise 
prizes have one definite advantage over money: 
permanence. A salesman who wins a new TV set 
in a contest has a tangible reminder of his ability, 
a reminder that will constantly goad him to do 
his best. 

Time prizes—extra vacation time with pay— 
appeal to many people and can be made addition- 
ally alluring by throwing in the vacation costs of 
the salesman’s family. 

Title awards are, understandably, less popular. 
Most working people rate riches over honors, but 
titles may be combined with the other awards 
mentioned as an adcled attraction. 


Theme 


The theme is nothing more or less than a peg 
on which to hang your contest, but a good peg 
can do much to stimulate employee interest, as a 
mediocre one can stifle enthusiasm. 

When you choose a theme—a baseball game, 
for instance—keep everything in the contest 
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relevant to that theme. Set up teams, use baseball 
scoring: strikes, balls, outs, hits and innings; the 
more authenticity you can inject the better. 


Scoring 

When employees know from day to day how 
they stand in a contest, tension and excitement 
are heightened. You can tie-in your scoring with 
the contest objective, the prize, or with the theme 
(as in baseball scoring). 

For instance, if your objective were to sell 100 
watches in a*month, you could devise a thermom- 
eter with 100 degrees at the top. As more and 
more watches were sold, the “‘temperature” would 
rise. 

As an example of prize-scoring tie-in, suppose 
you were offering an award of a trip to a resort. 
A map of the area between your jewelry store 
and the resort could be obtained and each sales 
person given an automobile marker that would 
inch nearer the resort as he made more sales. 
Excitement would rise as one marker would creep 
up on, draw abreast of, then pass another. 


Three “Musts” 

Whatever the gimmicks and gadgets you use in 
your contest (and the choice is limitless), you 
should weigh them against three standards: 


DOUBLE 
FEATURE! | 


¢ SCARABS 
¢ CAMEOS 


\ mark 


Introducing a smart new line ee 
featuring beautiful Cameos im- Raa 
ported from Italy. ALSO—Amer- § 

ica’s most comprehensive line | 

of fine Scarab Jewelry. { i, 


SCARAB CIRCLE PIN 


Stones. 12K G. F. 
No. 260 


No. 281x mane BRACELET. 12K White or Yel. G.F. (Also with Cameos, Yellow only). . 


ve 


—_ y . 
THE ORIGINAL SCARAB WATCH ATTACHMENT. Still Finest by Far! 
No. 283 10K White or Yellow G.F. (Also with Cameos, Yellow only). $10.00 Key 


BAR PIN of distinction. 
No. 291 12K Gold-filled. $8.00 Key 
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Popular style in choice of 
Italian Cameos or Scarab 


$14.00 Key 


They should be inexpensive, unusual, and rele- 
vant to theme, prize, and contest purpose. 

With a vacation contest you might utilize color- 
ful baggage stickers from the resort. You could 
mail picture postcards from the resort to all con- 
testants, or with special delivery letters post- 
marked from the resort and mailed in hotel en- 
velopes. 

For ideas, browse in novelty stores and joke 
shops. They contain plenty of inexpensive 
“props” which will suit your purpose. Give your 
imagination full rein. A sales contest can be fun 
for you as well as your employees. San 


The Teens Shop for Christmas 

Some idea of the lucrative market represented 
by teenagers may be had from a recent study by 
the magazine Seventeen. 

Teenage lasses spend $169,786,000 on gifts at 
Christmas, the study shows, with the boy friend 
receiving the most costly gift ($10.11 average). 

Mom is runner up in price-paid-per-present, 
$9.94 average, while poor old Pop has to make 
do with gifts averaging $7.92. 

Twenty per cent of the girls gave their boy 
friends gifts of jewelry, and a whopping 48 per 
cent gave jewelry to their girl friends. 


CAMEO BROOCH > y 
One of four lovely i 
designs, available 
in 4 sizes, 12K 4 
G.F. or 14K. Gold. ; 
No. 342/25 lllus- © 
trated. 12K G.F. 

$12.00 Key 


TURTLE PINS 
IN 2 SIZES 


Fast-selling Pins fea- 
’ leader, also avail- ture agate stones in 12 
able with Scarab- colors. Cut to resemble 
cut Stones. 12K tortoise shell. 12K G.F. 
G.F. No. 264 No. 274 Illus. $7.00 Key 
$12.00 Key No. 275 Larger 9.50 Key 


. CIRCLE PIN 
® Stunning sales 


_ $12.50 Key 


$14.00 Key 
wrtle for catalog 4 


714 SANSOM ST. ¢ PHILADELPHIA 6, PA. 
PHONE: (Area Code 215), WA 2-2356 
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Consumer® 
Greelit Queries 


When a store advertises, “Instant credit ap- 
proval,” does that mean merchandise will be 
delivered without credit checking or investiga- 
tion? 

This type of advertising should be looked upon 
as an appeal to the unthinking. It tends to direct 
suspicion at all credit selling. Consumers now 
are inclined to look for the gimmicks in all tricky 
advertising. The gimmicks in offering instant 
credit approval may include excessively high 
markups, disguised extra charges, large down 
payments, inferior quality of merchandise, and 
a number of other things which often go with 
selling to below-borderline credit risks. 

Another catch-phrase sometimes used in de- 
ceptive advertising is, “We will pay you $100 if 
we fail to deliver because of bad credit.” Com- 
mon sense warns businessmen to keep away from 
the use of advertising which does not measure 
up to copy standards required by federal and 
state laws and by public and semi-publie agencies 
engaged in policing business practices. 


How should a jewelry store guard against as- 
suming an unreasonable risk when credit is ex- 
tended to a new customer? 

Nowadays the business and professional people 
of every community should have ways and means 
for the exchange of credit information. Well 
managed local credit bureaus are a protection to 
merchants and others who extend credit for 
goods and services, and they also are in the in- 
terest of the public. 

Credit bureaus receive confidential information, 
and usually they make doubly sure that it is 
based on fact. This information is made avail- 
able to bureau members or subscribers without 
prejudice. A merchant or professional man who 
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extends credit on information thus supplied, and 
on his own judgment of an applicant for credit, 
will assume only calculated risks. And, with ade- 
quate collecting, that means bad-debt losses will 
be kept within reason. 

If a community does not have a functioning 
local credit bureau, it may be practical for mer- 
chants and professional people to exchange a 
certain amount of information without going 
through a central agency. 


Has the part credit has played for years in 
determining jewelry-store volume changed in im- 
portance in recent years? If so, how? 

In recent years, selling to consumers on credit 
has increased steadily in importance in all retail 
distribution. Evidence of today’s commanding 
importance of credit in determining sales volume 
exists in the adoption and the expansion of credit 
selling by many large retail businesses operated 
heretofore on the principle, “Cash on the barrel- 
head.” Not many retail businesses, even in the 
medium-size sales-volume bracket, now adhere 
to cash and old-fashioned charge account. 

Jewelry retailing belongs mainly in the small- 
business category. Probably half of the country’s 
24,000 jewelry stores have annual sales volumes 
of less than $30,000 including income from repair 
services. It is accepted generally that only one 
jewelry store out of every six can boast an 
annual sales volume of $75,000 or more. 

For years, a large part of the jewelry industry 
remained aloof from the rapidly-growing instal- 
ment method of doing business, and even today 
credit selling hardly rates as a vital factor with 
small-volume jewelry stores. The jewelry trade’s 
tardiness in recognizing and taking advantage 
of mushrooming credit in retailing undoubtedly 
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means that jewelry stores of today, regardless 
of size, are losing sales to competition. And it is 
unfortunate that some of the volume thus lost 
results in the purchase of goods other than jew- 
elry-industry products. 

Because buying on credit now is a confirmed 
habit with a large segment of the American pub- 
lic, it is hard to overestimate the importance of 
credit to the jewelry trade. The sale of jewelry 
by non-jewelry outlets has increased tremendous- 
ly in recent years, and that has retarded the 
growth of jewelry-store sales volume. It is not 
far-fetched to conclude that part of the jewelry 
industry’s present-day problems never would have 
evolved if the jewelry business had been more 
willing and able to recognize the potential of 
consumer credit. 


As a Missouri retail jeweler, will my credit 
sales come under the new Missouri Retail Credit 
Sales Act? If so, how can I make sure that I 
shall be in compliance with the law? 

Your sales on deferred payments, made after 
Oct. 13, 1961, will come under Missouri’s new 
law. Like other state “Full Disclosure Acts,” 
this legislation creates the impression that it is 
very complicated; but it won’t be so bad in prac- 
tical application. Your lawyer, or a lawyer for 
a retail trade association or a group of retailers, 


no doubt will be in position to advise you regard- 
ing sales contracts, etc. Just go along with the 
crowd and you no doubt will be all right. 

While the so-called “Full Disclosure Acts” of 
more than 30 states are similar, these laws are 
by no means uniform. Lack of uniformity means 
forms and methods used by merchants in other 
states may not meet Missouri’s requirements. 

State retail sales acts, generally speaking, are 
classified as usury statutes. These statutes are 
realistic attempts to give recognition to the fact 
that finance charges in connection with “retail 
time transactions” include much more than the 
simple annual interest charges commonly made 
by money lenders. 

Disclosure acts by states have proved helpful 
in safe-guarding both credit-selling merchants 
and consumers who buy on deferred payments. 
But they are by no means a panacea for all the 
real and alleged shortcomings of practices which 
exist in the broad field of consumer credit. 

Efforts put forth by conscientious public offi- 
cials to enforce the state laws undoubtedly are 
proving more meaningful than the wording of 
the various statutes. If these enforcement ac- 
tivities will be expanded and if they will succeed 
in eliminating and curbing unsound practices, the 
state laws may head off federal legislation on 
the order of the “Truth in Lending Act.” 











32nd Degree 


SCOTTISH RITE 
CONSISTORY RINGS 


Heavy, handsome, authentic- 
ally designed rings in 14K 
yellow gold with hand chased 
white gold eagles. The rings 
illustrated are only a small 
part of our large selection. 


\Wreerer.ine Berry & Co. 


societrt y 


MEMBER AMERICAN oeM™M 





ACTUAL SIZE 


THE NAME THAT MEANS 


Sine Emllomatic pewelry 


6S ROSE STREET, NEWARK 8, N. J. 
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NEW and DIFFERENT 
the 


CY 


Catching on FAST 


all over 
the country 


The Ring That 
Appeals To Everyone 
In The Family 


First 2 stones signify husband and wife 
Birthstones signify each member of the family 
Additional birthstones added as family increases 
More luxurious than a medallion, more 
wecrable than a crest, this beautiful ring is 
fast becoming the American symbol for 

the family circle. 


Perfect gift item for mothers, grandmothers. 
Each member of the family is a potential 
customer. Stores report the FAMILY RING as 
one of their fastest moving items. 


Available in 10 and 14 kt. gold. All 12 birthstones. 
Write for more information and prices. 


Free ad mats, counter cards, and sample mailers. 


Sold through wholesalers only 


yi 
chmerder in 


2 West 47th St. ¢ New York 36, N. Y. 
JUdson 2-1850 
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ISRAEL’S NEW DIAMOND CENTER 
(continued from page 73) 


clad in high-necked, long-sleeved dresses and full- 
length stockings regardless of the temperature. 
The young boys look like little pixies with their 
long side curls and identical-to-their-father’s clothes 
peculiar to the particular religious group to which 
their family belongs. And each group has its own 
wardrobe regulations. 

The men, with their full-grown beards, long side 
curls and odd-looking garb are scholars. They 
spend their time studying and praying and teach- 
ing in the many synagogues and religious schoois 
(Yeshivas). They are neither adept at, nor able 
to do, hard physical 
mountains, farming or building. The major part of 
the breadwinning burden befalls the women, who 
operate little shops, have stands in the public mar- 
ket place, even work at home. 


labor, such as reclaiming 


A Sociological Tool 

Through the years these people have presented 
a serious social and financial problem, with the 
Government having to contribute to their support. 
Now, however, word of the outside way of life has 
trickled through and has caused the younger ones 
to rebel. One such instance occurred when the 
elders boycotted a swimming pool erected in their 
vicinity. Youth protested the boycott violently and 
finally won its way. Now that the children are per- 
mitted to use the pool, it affords them the oppor- 
tunity of mingling with more modern-minded 
youngsters—just what the Government had in mind 
in the first place. 

Many of the Yeshiva students and those who 
have completed their Talmudic studies are also un- 
happy with having to follow in the narrow foot- 
steps of their parents. Diamonds offer them an 
escape from their restricted life and a means of 
making a livelihood. They are proving themselves 
extremely proficient at diamond cutting, which re- 
quires skill, excellent eyesight, deft fingers and pa- 
tience. These attributes are virtually inherent, 
since from time immemorial fathers passed on to 
their sons the art of copying the Scriptures by 
hand. They also welcome this industry because of 
the piece work payment plan which permits them 
to work when they wish, without interfering with 
their scholastic and religious devotions. 

As a tribute to Talmudic diamond workers, a 
painting was made by Miron Sima, a German artist, 
who in 1957 received the Great Prize of Jerusalem 
and in 19382 was given an award by the City of 
Dresden, the last Jew so honored. Depicting two 
typical Talmudim at their work tables, it now 
graces the main lobby of the Center. 

Constructed in exactly one year by Rubin Trost- 
ler, Jerusalem’s foremost architect, the Jerusalem 
Diamond Center contains 50,000 square feet of 
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floor space and is equipped with a central heating 
system which converts into a fresh air dispenser. 
It has a capacity for 1,000 workers as contrasted 
with the 300 who had heretofore been employed as 
diamond processors in all of Jerusalem. 

In the basement and a separate wing are 1,600 
sawing machines, a repair shop and a cafeteria 
with two kitchens—dairy and meat—serving strict- 
ly kosher food. 

On the main floor is the one and only door to 
the Center, constantly guarded by watchmen who 
permit no one to enter without proper identifica- 
tion. Also there are the Jerusalem Diamond Ex- 
change, jewelry exhibition area, post office and of- 
fices for diamond inspection, sorting, customs and 
diamond traders, a meeting room and bar. The 
Union Bank of Israel is at the southeastern corner 
and has its own, separate entrance. 

The other floors contain 200 girdling machines 
and 400 polishing machines, many of them auto- 
matic. This is an innovation for Israel; until re- 
cently they had hand-operated machines only. Also 
located here is a school supervised by the Govern- 
ment agency Pituach accommodating 250 appren- 
tices. 

Excellent manufacturing, banking and security 
facilities are also available to foreign investors who 
are invited to open branch factories in the Center. 
They may employ their own or Israeli-trained work- 
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ers and may bring in their own tools and movable 
machines. Or they may send in their supplies of 
rough for processing. Before space is granted, 
they must first be investigated and approved by a 
public commission headed by Moshe Baram and 
comprised of Israeli bankers and representatives 
of the various diamond organizations. 

The initiator and driving force of the Jerusalem 
Diamond Center is the Government’s Pituach Dia- 
mond Research & Development Co., Ltd., which is 
responsible for its planning, purchasing of equip- 
ment and training of apprentices. 


The Jerusalem Economic Corporation 

Full recognition must also be given to the Jeru- 
salem Economic Corporation, a combined Govern- 
ment and public organization without whose as- 
sistance and cooperation this center could not have 
become a reality. Its chairman is Mordecai Shatt- 
ner, one of the signers of Israel’s Declaration of 
Independence, and who, since the war of 1948, has 
been in charge of Jerusalem’s reconstruction. 

The corporation was founded to encourage the 
growth of diversified industries suitable for Jeru- 
salem, to increase its population, to modernize the 
thinking of its ultra-orthodox, intraverted element, 
to induce them to work and provide them with jobs. 
Its accomplishments to date have been monumental. 
In its 12 years of existence, it has erected 27 fac- 
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BEAUTIFUL BOXES CLINCH SALES! The idea of a diamond center fitted in perfectly 

4 with the corporation’s objectives, and with the aid 

Ideal for Earrings, Pins, Bracelets, of a Government loan, the corporation financed and 

Necklaces and Other Costume Jewelry constructed the Center. As owner of the Center, 

the corporation handles all business transactions, 

including the leasing of space. Its managing di- 

rector, Zwi Barak, informed me if a buyer came 
along, they would be willing to sell it. 


Cities for Strength 


Within the next four years we shall create 30 
new cities in the desert—so proclaimed Israel’s 
Prime Minister David Ben-Gurion in 1955. 

This was not a wild statement but part of a 
practical plan, conceived out of sheer necessity for 
survival. Greater dispersement of their people in 
strategic areas meant greater protection against 
Arab attacks. More cities meant more industries to 
strengthen Israel’s economy. 

With no Alladin’s lamp at their disposal, this was 
easier said than done. But the Israelies did it. 

New immigrants were willing to settle in new 
development areas. But first they had to have a 
place to live. Constructing homes was no problem. 
Next, they had to have a place to work. This was a 
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C0. problem. 


BROOKLYN FOLDING BOX INC. Most of these newcomers had migrated from 


35 KENT AVE., B’KLYN 11, N. Y.- EVergreen 7-3300 underdeveloped countries and had to be trained for 
: factory work. Now the question was: which in- 


dustry would best help realize this gigantic ob- 
jective? H. E. Pinchas Sapir, Minister of Commerce 
and Industry, concluded the diamond-cutting in- 
dustry was particularly suitable because of the 
ease and speed with which these factories could be 
erected and because both men and women could be 
trained in a relatively short time. 





Pituach’s Principles 

Government officials held several conferences 
with key people in the already privately established, 
highly successful diamond industry. Attempts to 
persuade these manufacturers to branch out into 
the outlying regions failed. However, Abraham 
Lipschutz, president of the Israeli Diamond Ex- 
change, informed me they did approve the forma- 
tion of the government agency, Pituach Research 
and Development Co., Ltd., which would have these 
specific functions: 

1. To build Government diamond factories only 
in undeveloped areas. 

2. To teach new immigrants diamond cutting 
and place them in its factories, so that becoming 
SO hte self-supporting, the immigrants would no longer 
e of require welfare aid. 

3. To open up new sources of rough diamonds. 

4. To buy its rough from these new sources only. 

5. To act as a central purchasing agency for all 


LEYS, CHRISTIE & CO., INC. the factories—Government and private. (By setting 


Serving America’s Leading Jewelers since 1896 . ° 
65 Nassau St., New York up one office to all the buying—and in large quan- 
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tities—they felt they could obtain raw material at 
a lower price and in a greater assortment of sizes 
and qualities. ) 

6. To polish only small diamonds in Government 
factories so as not to compete with the larger melees 
processed in private factories. 

7. To sell the diamonds polished at Government 
factories to established Israeli exporters. 

8. To establish a research division. 

This was an excellent idea in theory but not in 
practice, Michael Tzur, director-general of the Min- 
istry of Commerce and Industry, explained to me. 
He outlined the following sequence of events. 

In a short time, Pituach built 20 rural factories 
in Eilat, Kyrat Shmoneh, Kyrat Gat, Ashkelon, 
Beit Shemech, Safed, Hatzor, Krar Jeruchan, Beit 
saan, Asseret, Azata and Beer Sheba. They were 
run by key people taken from existing city fac- 
tories. While highly skilled in their work, most of 
them lacked business experience. Six of the rural 
factories worked out well and now own and oper- 
ate the plants completely independently of Pituach. 

In the case of others, one mistake led to another, 
one loss to another. Soon they found themselves 
in desperate financial straits. Because of lack of 
security, they were unable to get bank loans, buy 
additional rough, meet their payrolls. Bankruptcy 
seemed inevitable. So in 1959 Pituach took over 
completely. 


Trespassing Nearly Tragic 

Too rapid expansion of Pituach’s operations led 
to trespasses and violations of its original agree- 
ment. These mushroomed into an aggravating com- 
petitive situation between Government and private 
industry, alarmed diamond circles abroad. Israel’s 
private industry protested violently. The ensuing 
deadlock posed a serious threat to their hard-earned 
success. Fortunately a solution has now been 
reached, bringing this episode to a satisfactory con- 
clusion, as evidenced by a letter I received from 
Mr. Lipschutz, which says in part: 

“The problem of Pituach is not very actual any 
more because they stopped working melees alto- 
gether, and also stopped giving out work in Tel 
Aviv and Nathanya. As a result of this, they de- 
creased their production by a very large percentage 
and are no longer looked upon as a competitor for 
the private industries.” 

These growing pains are not unique with Israel. 
Every young country has them. In fact, overcom- 
ing periods of trial and error like these has paved 
the path of progress for Israel. Her citizens have 
successfully hurdled seemingly insurmountable ob- 
stacles in the past. I know they will continue to 
do so as new problems arise in the future for 
they all have one aim in common—to continue 
their development of Israel into a prosperous world 
power, deserving of the cooperation and respect of 
all nations. Bee 
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Whether you are an experienced jeweler, new store 
owner, or jewelry salesman—we show you how you 
can stimulate more interest in diamonds, close more 
sales, and make larger sales in beautiful high-profit 
merchandise. 

We teach you quickly, easily and thoroughly—at 
home—the newest methods of effective diamond 
buying, grading and appraising. You'll learn the 
latest methods of handling, promoting and selling 
—plus many other profitable ideas that you can 
start using at once to boost your diamond sales. 


Our unique training program features easy-to- 
understand practical assignments with detailed 
illustrations—supplemented with pricing charts, 
color plates and tables. We supply you with actual 
diamonds to teach you accurate appraising —show 
you how to establish a profitable sales-building 
appraisal service. 

GIA training is directed to your personal needs. 
You learn at your convenience. No need to leave 
your business—we teach you at home. 

We invite you to investigate the profitable oppor- 
tunities offered through GIA training. 


Write today for FREE BOOKLET 
and color plates vept. ¢-101 
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GEMOLOGICAL INSTITUTE OF AMERICA 
11940 San Vicente Boulevard 
Los Angeles 49, California 
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THE MANY FACES OF QUARTZ 
(continued from page 82) 


weathers (weathering is partly an oxidation proc- 
ess, like rusting) the already oxidized silicon, the 
quartz, remains chemically unaffected. Mechanically 
it can be broken up; as it is freed, it forms little 
sand grains that will be carried along by streams 
of water running off rocky hillsides after every 
rain. A little may dissolve, but most of the silica 
that gets into ground water comes from other rock 
minerals that are oxidized and chemically broken 
down during the weathering of the granite. 

Before outlining the numerous modifications of 
quartz, we should see what it is and how it forms. 
There are coarsely crystallized varieties and micro- 
scopically crystallized varieties. Quartz is primary, 
from a melt, and it can be deposited from the solu- 
tions that originate as cold rainwater. In general, 
each formational mechanism produces recognizably 
different types of quartz, and every one of them can 
have gemstone uses. 

The quartz of granite and most pegmatites grows 
during the cooling of molten magma. In granite 
it is usually the last mineral to become solid, and 
for this reason it usually seems a filling between 
the grains of the other minerals. During the slow 
cooling of a mass of molten rock that has risen into 
a chamber still deep under the surface of the earth, 
various elements combine and settle out, one after 
another. In this process the remaining liquid be- 
comes richer and richer in silica, for low silica iron 
and magnesium silicates freeze first. Eventually, 
some of the residue, now a high silica magma 
which has become more fluid, escapes out a crack 
in the walls to form a coarsely crystallized peg- 
matite dike as it cools. The gemologist is familiar 
with such formations, for along with the silica the 
remaining liquid is enriched with other elements, 
like beryllium, boron and fluorine. With them in the 
magma, crystals of beryl, tourmaline and topaz 
can grow. 


Vein Formation 

Finally, in the old chamber there may be little 
still fluid, but silica, some of the gases, and metallic 
sulphides remain. Streaming from the magma, they 
can form veins, with quartz the principal gangue 
mineral (gangue is the miner’s word for the asso- 
ciated non-ore minerals in a vein) and the metallic 
sulphides scattered through it. Or the veins can be 
quartz alone, like those cutting the granite at the 
Spanish “topaz” mine. The solutions may travel 
far from their source, and make veins in rocks that 
overlie a very distant magma, as in the hills near 
Hot Springs, Ark. 

During metamorphism, when rocks are squeezed 
and folded into mountainous highlands, locally dis- 
solved quartz may get into solutions and migrate 
only a few feet, to come out promptly in pockets 
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in the rock, as they commonly have in the Alps. 
The earliest recognized crystals, which the Greeks 
called krustallos, may have come from the Alps, or 
from similar pockets on Mt. Olympus. They were 
interpreted as water frozen so hard that it could 
never melt again. 

Quartz is interesting to geologists for the insight 
it gives into temperatures of formation. Quartz 
cannot form at all if the magma hardens while it 
is too hot; another silica crystal forms with differ- 
ent crystal shapes (tridymite or cristobalite). Only 
if the rock stays liquid down to the temperature of 
870° C. can quartz crystals grow. Even then the 
quartz is a “high-temperature” quartz, with crys- 
tals of slightly different symmetry from those: of 
pegmatites and veins. 

Another change takes place at 575° C., allowing 
the typical crystals to form, so we know that peg- 
matites and veins form at the still lower tempera- 
tures. It is interesting that rock cannot be melted 
again at temperatures so low. The gas and water 
that escaped as it hardened let the magma stay 
liquid down to very low temperatures indeed. The 
quartz of rocks often has little liquid and bubble 
inclusions. When they are gently heated the bub- 
bles disappear, indicating the lower limit to the 
temperature at which the crystal could have grown. 
Presumably the gas bubble (CO.) was freed from 
the trapped bit of solution in which the quartz 
grew as the solid crystal cooled to ground and 
room temperatures. 


Low-Temperature Formation 

Quartz crystals can also grow at very low tem- 
peratures, from ordinary, downward percolating, 
cold solutions. Usually quartz that grows this way 
will make druses of small crystals, when it crys- 
tallizes coarsely at all, to make crusts in rock cavi- 
ties like the “blossom rock” of the Missouri Ozarks. 
There are a few places where high temperatures 
and igneous activity is not suspected, yet where 
the quartz crystals have attained appreciable size 
and clarity anyway. The New York Herkimer 
County “diamonds” are exceptional for this reason, 
and to collectors the occurrence is practically 
unique. ee 





Coming next month: The second article in a 
four-part series, describing the world’s most 
abundant mineral, quartz. Common though it 
is, quartz contributes many semi-precious 
gems to the jeweler’s’ shelves, including 
amethyst, citrine, smoky-quartz, quartz-cat’s- 
eye, tiger-eye, jasper, agate, and carnelian. 
Dr. Pough describes various species in detail 
—where they are found, how they are formed 
—making the series of interest to all gem- 
ological students. 
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FORM 720—EXCISE TAXES 
(continued from page 79) 


receipt is sufficient evidence of export or ship- 
ment. 


Mexican Border Exemption 


Sales of usually taxable articles to residents 
or citizens of Mexico can be made in counties 
contiguous to the Mexican border without pay- 
ment of tax provided a statement is made on 
the sales slip showing that such transaction is 
bona fide. Such statement should be substan- 
tially as shown on page 79. 

Such simple exemptions are not permitted 
if the transaction involves an amount of tax 
exceeding $20, or if the sale occurs in a count 
not contiguous to the Mexican border. 


Foreign Shipments to U.S. Citizens 


Sales made to citizens of the United States 
including members of the Armed Forces, who 
are located in or are traveling to a possession 
of the United States or a foreign country, are 
exempt from tax. Delivery can be accomplishe® 
by customary carriers, or, if the purchaser is 
to be en route, by a ship’s purser, the pilot of a 
plane, or other official of the ship or plane, pro- 
vided that delivery is made outside the terri- 
torial limits of the United States. Evidence of 
export must be obtained and kept for the in- 
spection of Internal Revenue Service auditors. 
In the case of delivery by a ship’s or plane’s 
officer, statement must be furnished to the re- 
tailer by the delivering official that delivery 
was made beyond the territorial limits. 


Diplomatic Exemption 


Sales to properly accredited diplomatic and 
consular representatives of foreign govern- 
ments are exempt from the tax. 

When making such exempt sales you must 
obtain a signed statement showing the pur- 
chaser’s name, address, and country repre- 
sented, including a statement that he has diplo- 
matic status entitling him to make tax exempt 
purchases and that he is not a citizen of the 
United States. 

A list of accredited diplomatic and consular 
representatives can be obtained from the Gov- 
ernment Printing Office, Washington 25, D. C., 
for a nominal amount. 


Sales on Consignment 


If you sell merchandise received on consign- 
ment and the consignor maintains control of the 
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price and terms of sale, 
person who sells at retail and is responsible for 
the tax. Consignment sales of this nature 


should not be confused with merchandise re- | 
ceived on memorandum where you maintain | 
the right of establishing your own price and | 
In the first instance you are acting as | 
agent for your supplier and in the second you | 
are in fact the person who sells at retail and | 


terms. 


are responsible for the tax. 
Merchandise consigned to an auction gallery 
and subsequently bid in by you, the owner, is 


not subject to tax as no sale actually takes | 


place. 


Credit Service Charges 


Bona fide credit service charges (sometimes 
called “carrying charges” o 


excise tax. 


Such charges reflect the cost of credit accom- | 
including interest, credit investiga-_ 


modation, 
tion, increased cost of bookkeeping, etc. 

Credit service charges, 
the tax base, must relate to the amount to be 
financed and the length of time payment is to 
run. For example: Such charges must be based 
on the unpaid balance after down payment and 
figured on the length of time allotted for pay- 
ment with proper pro rata refund or credit for 
early or accelerated payment. 

If your credit service charges are not prop- 
erly related to the amount to be financed they 
will be considered by the Internal Revenue Serv- 
ice as an increase in price and subject to tax. 

You can assess your credit service charges 
on the original unpaid balance, on the monthly 
balance as in revolving credit, or for a stipu- 
lated time, such as one year, provided credit is 
allowed for earlier payment. Zae 


Be sure to read the final article in this three- 
part survey of the ins and outs of jewelry 
excise tax payments in the November JC-K. 
Closely studied, the series should end the per- 
ennial problem of over or under payment. 





QUICK-PICK FROM PARIS 


(continued from page 76) 


developed still further for necklaces, by Harry 


Winston’s new Paris house. 


® Big, natural-looking coat flower made of your coat 
wool but mounted on a long, leafy stem of golden 
metal. Particularly good as a marigold in orange 
wool by Nina Ricci. 
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precious... 


are the hours spent in learning, not 
only the technical aspects of one's 
craft, business or profession, but also 
in keeping up to date on how others 
in the same field are profitably apply- 
ing their time and effort. JC-K offers 
a well balanced editorial diet endorsed 
by the country's more ambitious jew- 
elers—big and small.—And this ser- 
vice costs but $3 a year. 


® Bohemian garnets and their facsimiles are every- 
where in the Paris houses. Dark, red-black stones 
making a color-bag against fiery red satin at Bal- 
main’s. Big, drops-of-blood garnet stones falling 
from gold neck chains: Nina Ricci. Ear pendants 
of red stones set in silver, surprisingly, and topped 
with a big pear] on the lobe: Jacques Griffe. Simu- 
lated garnets worn with smokey grays at Dior’s. 
Garnet-colored velvet bows on pastel evening gowns 
at Bob Bugnand’s. 


® “Bristling Pearls’—exclusive to Lanvin Cas- 
tillo. The surface of the big pear] beads literally 
bristles with small white sparkle stones encrusted 
all over them. Made up into three- and five-strand 
necklaces, also 60-inch ropes and lariats. 


® New colors for pearls at Dior’s: Biscuit, a beige- 
blush, and Silver-Lace, very pale gray. Pearls are 
often strung on fine gold chain here. 


® Not new, goodness knows, but seen everywhere: 
big, plain, pearl button earrings. The models like 
them because “they go with everything.’ Models 
at Jacques Griffe’s wear jeweled pendant earrings 
but with formal gowns only. Biggest dangling 
chains, pendants and plaques are on the pretty ears 
of Serge Matta’s models. Simple in style but you’d 
never miss seeing them are the tambourines in 
black glass at Nina Ricci’s (see picture). SOG 
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The October Designer 


Although he has worked in several fields, 
the creator of this month’s jewelry designs 
on page 84 is more at home when express- 
ing himself through the medium of dynamic 
and rhythmic patterns in fine jewelry. He 
is Sol P. Kaufman, 
whose association with 
the fine jewelry indus- 
try spans a period of 
more than 30 years. 

His artistic training 

includes study at the 

National Academy of 

Design and Cooper 

Union. Early in his career, Mr. Kaufman 
launched Gem Creations, a jewelry design 
service which others continue for the trade. 
In recent years, Mr. Kaufman’s interests 
have broadened and led him into such fields 
as costume jewelry, watches, watch attach- 
ments and cosmetics. But no matter where 
his talents take him, he maintains that 
“Platinum jewelry is still my first love.” 
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Romance 
sells diamonds 


by David Widess, C.G. 
|. Widess & Sons, Los Angeles 


@® IF YOU RUN a jewelry store, you are a busy 
person. You have a hundred things to think 
about. One thing you must never forget is that 
you must be romantic. 

Yes, romantic, because you are selling dia- 
monds. When you sell a diamond you are selling 
romance. 

Listen to what DeBeers Consolidated Mines, 
Ltd., have been whispering into your customer’s 
ears. 

“Your engagement diamond is your star of 
stars. It shines for one man and one woman.” 
Or take this: ‘‘May your happiness last as long as 
your diamond.” Describing a diamond, they are 
poetic: “Rainbow flashing,” ‘‘Undimming splen- 
dor” and “A source of joy and inspiration.” 

A diamond is bought for what it stands. And 
just what does it stand for? Predominately it 
stands for romance. Sure, its beauty is an impor- 
tant factor, and so are its physical and optical 
characteristics. Its everlasting quality ties in with 
romance. Remember, “Love is immortal and so 
is a diamond.” DeBeers observes that “A diamond 
keeps the secret of their love and dreams— it 
lights the lover’s future.” 

Reading this makes one feel like joining the 
joys and happiness of those who buy diamonds. 
By getting into the spirit, it should help you sell 
diamonds—romantically. Because after all, as 
DeBeers would put it, “A diamond is a bright 
messenger of Love. It is their own bright star 
and lights a lover’s dream. Diamonds are trea- 
sures of the heart.” 

You can say to your young diamond buyers 
that “a diamond is a symbol of your first happi- 
ness. Millions and millions of years ago a dia- 
mond was formed just for you. Just look into a 
diamond and dream. An engagement diamond 
guides you from the time you say Yes till you say, 
I do. You cannot reach the stars that are in 
heaven, but you have your own star—your dia- 
mond.”’ 

We should never forget diamonds are mostly 
bought because of that abstract quality—the ro- 
mantic quality—which makes a diamond gift of 
such an intimate and personal nature. Zan 
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Customer satisfaction is the key to 
success. You can be sure to satisfy 
all your customers’ service needs 


when you sell the profitable Racine 
line of timers and chronographs. 
Available from your local wholesaler. 
Write for catalog of these Racine 
brands; Gaico, Gallet, Guinand, Se- 
curity...world renowned since 1870. 


a ONE 


& Company, Inc. 
20 W. 47th ST.,N.Y.C. 1Udson 2-0768 





TOTAL WEIGHT 


. Kin-locK Diamond Sets 
a\ * NEWEST STYLES 

* LOWEST COSTS 

¢ HIGHEST PROFITS 


with “Consumer Styled” 


ML 5175 


1 ct. TOT. 
$119.50 


€- a ma onee 
V4 ct. TOT. 
$36.50 


FREE: 
Send for your NEW CATALOG today! 


Rings and diamonds enlarged to show detail. 





Creators of 


“KIN-LOCK” 


ond“ TRU-SO” 
Diamond Rings 


oye hal me d-la 4 PS 


37 WEST 47th ST.- NEW YORK 36,N.Y. 











TABLE TOP FASHIONS 


Versatile enough to complement any table ac- 
coutrements is two-piece English pewter smok- 
ing set with Evans lighter. Comes gift packaged 
in blue and silver box. $15. Worcester Silver, 11 
E. 26th St., New York. 


Reminiscent of the old, typical of the new is 
one-pint pewter mug with glass bottom. Retail 
is $10 each. Also available is half-pint which 
retails for $6.95. Viners of Sheffield, 362 Fifth 
Ave., New York. 


Miniature Colonial cream and sugar set, for 
tea service or after-dinner coffee. Detailed em- 
bossing, quaint shape. Sugar, 2 in., retails $4.45; 


cream, 3°%%4 in., $5.50. Lenox, Inc., Trenton, N. J. 
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Richly embossed, all-white Franconia trans- 
lucent china is in Minuet shape. Teapot & coffee, 
$10.35 each; sugar, $6; creamer, $4.50; cup & 
saucer, $3.10. Herman C. Kupper, Inc., 39 W. 
23rd St., New York. 


Attention to de- 
tail keynotes im- 
ported white Len- 
wile china com- 
potes. 17 x 9 inch 
figure adds ele- 
gance to modern 
and traditional, to 
retail at $15. From 
Ardalt Imports, 
Inc., 11 E. 26th St., 
New York. 


Twelve great beaux of history are depicted in 
24k goid profile on charcoal; 12 belles in gold on 
ivory. Names and dates identify each. Hiballs 
in Forecast glass, $6.95 for 8. Vincent Lippe 
Corp., 225 Fifth Ave., New York. 
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Why we sometimes stop the eloek at Lunt 


In an age when time is of the essence in everything. we have little 


interest in saving time—for time's sake—at Lunt. In fact. we consume 
it conspicuously. For only time, and lots of it. can produce the best 
diework in the industry. Only time can assure ornamentation that is 
high, sharp, and perfect in every detail. Only time can put every single 
step of production of the finest sterling to its severest test... allow 
extraordinary attention to final finishing and polishing...permita 


last inspection so rigid it would bewilder the unpractised eye. 


To Lunt time means excellence...one of the reasons Lunt Sterling 


means so much to you—and to your salespeople. 


LUNT SILVERSMITHS, GREENFIELD. MASSACHUSETTS 


Specialists in sterling only 
... only Sterling at its best! 


STERLING 








TABLE | OP TASMiGNS 


“Gracil’” with its wide bowl, delicate stem is 
featured in newly-acquired Kosta line of hand- 
blown crystal. Retail $6, goblet. Prices start at 
$3 for cordial glasses. Frederik Lunning, Inc., 
225 Fifth Ave., New York. 


In dramatic plain white, Spode “Imperial” 
earthenware 5-pliece covered Canterbury set re- 
tails at $75. 24-in. revolving mahogany tray, 
$24. For hot or cold buffet. Copeland & Thomp- 
son, 206 Fifth Ave., New York. 


Rose Medallion, china bowl, comes with teak- 
wood stand (not shown). A suitable centerpiece 
for table settings. Available in five sizes from 
6° to 14” diameter. The 6” bowl is $10 retail. 
China Artware Co., 1183 Broadway, New York. 
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Footed bowl, 8% in., coin glass design, has 
been added to collection of 19th century repro- 
ductions. In amber, blue and crystal. $7.75 in 
crystal; $8 for colors. Fostoria Glass Co., 
Moundsville, W. Va. 


Newest figurine 
in imported Royal 
Doulton is “The 
Clockmaker.’ 
Highly appropriate 
for jeweler, fea- 
tures exquisite 
green tones with 
beige and_ white. 
Retail, $36.50. 
Doulton & Co., Inc., 
ll E. 26th St., 
New York. 














“Namban” is imported Japanese stoneware, 
hand-made reproductions of an old Oriental art 
form. Brown and white dinnerware retails $15, 
5-piece setting. Foreign Advisory Service Corp., 
225 Fifth Ave., New York. 
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em GALL MOOELS COPYRIGHTED U.S.A. AND INTERNATIONAL 


——- beguiling 

children’s chorus: 

hand-carved, delicately col- 

ored figures by Anri; bell- 

toned, 28 note music boxes by 

Thorens of Switzerland. And the 

charming figures revolve as the 

music plays. World-famous Anri chil- 

dren are available in two categories: 7%”, 

| tune—$10 (dealer’s cost) ...and 14”, 2 tunes— 

$15 (dealer’s cost). Shown above, left to right: a 

little girl with her chicks—“Hi Lilli, Hi Lo.’ Pretty maid 

under a parasol—the “Barcarole” from ‘““The Tales of Hoffman.” 

A young man going places—‘“The Happy Wanderer.” The two progressive 

musicians—“I Could Have Danced All Night” and “Que Sera, Sera’’ (the figures also revolve indi- 

vidually) . The bedtime scene—“Brahms Lullaby” and “Mozart's Lullaby.” These are just five of 

Anri’s youthful prodigies. (They all have a genius for enchanting customers.) Write for the 
complete Anri Catalog—and hear other sweet voices. 


The World's Finest Woodcarvings by... JEN. IY JR% JC 


280 Summer Street, Boston 10, Mass. 
SHOWROOMS: NEW YORK / BOSTON / CHICAGO / DALLAS / LOS ANGELES 
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Dinnerware, Glassware and Gifts 


by Jerry Gewirtz 
JC-K Fashion and Gifts Editor 


Personalized Selling 


Can Boost Fall Sales 


@ OCTOBER is bursting with sales possibilities. If 
the promise indicated at the recent giftware show 
materializes, it will be a record fall for china, glass 
and gift items in the jewelry store. 

The fall means back to school, back to work, 
back to the many entertaining responsibilities for 
the wife of the salesman, the professional man, the 
social butterfly. 

Recipes again become the subject for small talk 
among the girls. The party with the gimmick, the 
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attractive table arrangement, the novel setting 
become conversational subjects. 

And the jeweler has a wealth of conversation- 
getting items with which to entice the ladies into 
his store. By taking advantage of his opportunities 
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he can immunize himself against competition from 
gift shops or discount houses. 

Just take a for-instance: 

Manufacturers and retailers alike talk about the 
versatility of silver, china and crystal hollowware. 
Sounds good, saleable, persuasive. But how many 
customers know what “versatility” really means? 

If instead of just using the words, the jeweler 
shows this flexibility in performance, he will be 
giving a special service as well as probably winning 
the sale. 

He can do it very appropriately for Hallowe’en 
by making window displays a kind of trick and 
treat. For example, consider what International 
Silver Co. does with this silver-plated vegetable 
dish. The jeweler can display it with fake fruits 
and vegetables. He could show it in the conven- 


tional way and then dress it up with selected foods. 
Takes up only a side window unit, a small table 
inside the store. 

There are endless ways of doing this to illustrate 
the versatility of serving and dinnerware units. A 
martini mixer can be transformed into a center 
piece for a coordinated table display. Pewter jugs 
can set up as cigarette holders, compotes as holders 
for floral arrangements, hurricanes for a corner of 
colorful flowers, salad plates for candy, a tureen for 
fruits. 

Dress it all up in black and orange (with perhaps 
a witch in the background) and have a sign to 
remind your customers there’s magic in the holi- 
days even for adults. 


EN, MARKETING, MOVE: D. C. Johnson and 
Robert H. Dewalt of the Johnson-Dewalt Co. 
have been appointed exclusive sales representatives 
for Lenox Plastics, Inc., it was announced by Wil- 
liam B. Rose, vice president of the St. Louis firm. 
Justin Tharaud & Son, Inc., 129 Fifth Avenue, 
New York, took over as sole importer and agent 
for Coalport bone china, effective Sept. 1. Among 
(please turn to page 121) 
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To help a customer buy 
handblown stemware in colors 





1. Show “Fascination” in /i/Jac with 
china patterns. One will be hers—or 
close enough so she’ll see the effect. 
Maroons, blues, white coordinate best. 
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4. Tell her the trend in home furnish- 
ings is to color. Authorities: home 
decorating magazines—and Fostoria, 
first with America’s crystal fashions. 


2. Show “Vogue” in gold tint with 
china patterns. If she owns gold- 
decorated china, it’s a natural. If not, 
try it with soft, warm tones of yellow. 


5.Now, have her study the style of 
a Fostoria shape. Bowl, stem, base 
—beautifully proportioned. Yet hand- 
blown, so every piece is slightly unique. 








3.Show “Fascination” in ruby with 
china patterns. Here your choice is 
wider; ruby functions as an accent 
color with almost any china pattern. 


6.Remind her of Fostoria quality. 
Each piece of this crystal is hand- 
blown; tap it, make it ring. Each is 
signed “‘Fostoria;” it’s a work of art. 





These few suggestions by no means cover the subject. Have you any ideas? We’d appreciate hearing from you. 
FOSTORIA GLASS COMPANY, MOUNDSVILLE, WEST VIRGINIA. 





Fine Crystal with Fashion Flair...made by hand in America 
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To Please a Princess 


A jeweler outlines a six-point program for success- 


fully winning the maximum amount of bridal business 


by Howard Michaels, President, Michaels, Inc. 


@ THERE WAS A TIME when jewelers had a virtual monopoly 
on bridal business. 

The bride had to purchase her silver, her bridesmaids’ 
gifts from us, simply because there was no other place 
for her to go. 

In effect, the bride was a captive customer. 

That day has passed. Make no mistake about it. Today’s 
bride may arrange her prenuptials at the department store, 
in the shopping center—yes, even at the discount house if 
she feels that type of store makes it worth her while. 

In most respects the bride is absolutely unlike any other 
customer. But, like any customer, she must find it worth 
her while to trade in your store. If she goes elsewhere, 
you are obviously not making it worth her while to trade 
with you. 


This Above All 
In the bridal business this is the central issue: make the 
bride feel it worth her while and nothing, but nothing, will 
keep her from your counter. 
To do so, first take a long look at the bride herself. In 
every respect except that just mentioned she is unique as 
a customer. 
She is a total wnrealist—a complete romanticist. She is 
a starry-eyed princess living in a dream world, riding on a 
magic carpet. Since her engagement, it is as though Aladdin 
had whisked her out of this world with the rub of his lamp— 
because she is about to attain fulfillment of her purpose 
Howard Michaels’ in life. 
name in New Haven Her parents are in the same joyous frame of mind. They, 
is synonymous’ with too, are attaining fulfillment—a secondary one, to be sure, 
wedding business. His with certain social overtones—but they, too, are on Cloud 
article explains his Nine. 
techniques. 
Both mother and daughter are motivated during the pre- 
nuptial period by an overwhelming desire for perfection. 
(please turn to page 118) 
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More sales, more profits, for you 


NOW YOULL FIND A 
meron? ~NEW CONSUMER 
FRee § PREMIUM 

ATTACHED T0 
EACH CAN OF 


GORHAM 

Liquid a 

< . Silver Polish JRC: 
OTHER HOUSEHOLD AR”! The Fast, Safe, APPLICATOR 


nM MAKERS OF ramous GOR*™M Easy-to-use Polish Just dip in wate 


and watch it grow 


For polishing silver & 
other household uses 













GORHAM 
SILVER CLEANER 


AS ADVERTISED IN “BETTER HOMES AND GARDENS" 


GORHAM COMPANY 
PROVIDENCE 7, R. I. STORE NAME 


STREET 


SEND ME cases 
of GORHAM Liquid Polish 
with the free household 
sponge. Ta 


CITY 





TH 








sORHAM 
CREAM 


SILVER POLISH 
© Quick GORHAM 


e Convenient . ore 


Economical q | [Vk R 
— POLISH 


Newest Advance in Packaging 


Eliminates Caking and Waste 
Dispenses just the right amount 


AM CREAM POLISH SPELLS PROFITS FOR YOU “ME BY THE MA 
A FULL 100% MARKUP KMOUS GORH 


e Your cost 3712 cents per tube. reapeal 
@ Suggested retail 75 cents. ; 
® Gorham pays the freight on Os 
orders for a single case or more 
(Packed 48 tubes to a case). 





Contents 
6 OZ. 


GORHAM COMPANY , 
PROVIDENCE 7, R. I. STORE NAME 


STREET 
Send me cases of 


GORHAM Cream Silver _ 
Polish at $18.00 per case 
of 48 6 oz. tubes (4 doz.) Ee | 








IT PAYS YOU TO REMEMBER 
WEDDING ANNIVERSARIES 


... heres an easy way to do it! 


@ SUCK YOUR THUMB—pace the floor—chew on a pencil— 
possibly scratch your head? Is that the way you stir your 
memory? If it is it’s permissible to say that your: 


. Thumb is wet 
2. Floor is worn 
. Stomach is full of wood and graphite 


. Head is bald and most of your hair is under your 
fingernails. 


For a businessman, especially a jeweler, to have to resort 
to the above methods is not only dangerous to his health 
but it also reveals a lack of organization. 


One of the occasions on which many a jeweler has been 
forgetful is his customer’s wedding anniversaries. Sure, 
you have probably pitched the 25th and 50th but what 
about all the ones in between? It’s widely known that 
many jewelers neglect this business—even though the 
profits therefrom could be very substantial! 


The main problem seems to be one of record ._keeping— 
having handy the few facts necessary to alert you to com- 
ing anniversaries so that you can contact the male cele- 
brant in advance. Well, here’s the easiest way we’ve seen 
to solve that problem and start bringing in some extra 
cash. 


The entire program revolves around this file card. You 
record the name, address and wedding date when the 
young couple comes in for nuptial rings and from then 
on you’re set. By placing the card in proper sequence in 
a tickler file, arranged by months, you have a system for 
reminding yourself each year to remind the husband of 
his approaching wedding anniversary each year there- 
after. The fact that a jewelry gift is the best expression 
of the love he has for his marital partner and that your 
store is well stocked to meet his needs naturally follows. 
See?—couldn’t be simpler! 


To order your supply of both the index and the tab cards, 
fill in the coupon. Minimum quantity available on the 
index cards is 100. Prices include postage. 

—100 3 X 5 index cards 

—additional 100’s 

—set of 12 monthly tab cards 
Order your complete supply now. The small expense 


involved is well worth the hetter memory and increased 
sales which will accrue. 
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Specially colored monthly tab card to organize this reminder 
system for your customer’s anniversaries. 











names of couple 





home address (after marriage) 





business address 





business telephone 











GIFT RECORD 
Ist Anniv. 3rd 
2nd” 4th 6th 


























This is the index card which provides all the data you need 
in order to operate this program. 


Please send to me the following quantities of 
wedding anniversary reminder cards. 


index cards, along with 
sets of monthly tab cards. 


Send this coupon along with payment to JEWEL- 
ERS’ CIRCULAR-KEYSTONE, 56th & CHEST- 
NUT STS., PHILADELPHIA 339, PA. 


~ 
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TO PLEASE A PRINCESS (continued from page 114) 

















**. . . set off an area in your store in which to build the princess a palace.” 


This wedding must be perfect in every detail. In 
search of perfection they are prepared to spend a 
considerable sum of money; and they expect their 
friends to be no less lavish. 

The princess is about to have a real show put on 
for her benefit! And the jeweler has a golden op- 
portunity to play a profitable role in the show. 

$ecause we are specialists, we jewelers have nat- 
ural advantages in the competition for this role. 
We can make it very much more worth while for 
the princess to come to us than to other retail 
outlets. 


Tailored for a Princess 


In the Michaels organization we have devised a 
six-point program which has been extremely suc- 


cessful in making it more worthwhile for the prin- 
cess and her family to bring their wedding business 
to us. It can be emulated to advantage by other 
jewelers. 

First. Set off an area in your store in which 
to build the princess a “palace.” The palace need 
not be expensive, but in decor it should be for her 
alone. Ideally, it should be a separate room—a 
dream room—free from the furnishings tradition- 
ally associated with jewelers, i.e., heavy panelling, 
sober wall cases, forbidding counters. Instead, use 
bridal colors, white and gold, carpeting of Wedg- 
wood blue, ceiling-to-floor draperies, crystal chan- 
deliers. 

When you have created such a palace, pay the 
princess the ultimate compliment: call her room “the 
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Authentically Reproduced... 
Finest Quality... 
Priced To Move... 


PAUL REVERE 
HOLLOWWARE 


ONEIDA 
SILVERSMITHS 


4-PIECE COFFEE SET - $37.00 


Pot holds 8 cups. 12” round tray. 


10 inch___ $13.50 8 inch.___ $10.00 
6 inch. 7.00 4 inch. 4.50 


Ideal for gifts, trophies and presentations, as well as home use, Paul Revere Hollowware is metic- 
ulously crafted by Oneida Silversmiths. Heavily plated with pure silver, the simple, flowing lines and 


pineapple finial are authentic Early American. Outstanding values for quick turnover! 


2-Piece Tea and Coffee Set_______. $67.50 3-Piece Dessert Service scenes $15.00 
4-Piece Tea Service. aes . 37.00 20” Oval Tray or Waiter sinsilincpes( 
3-Piece Coffee or Tea Service ..... 29.50 Beverage Pitcher Pat ..... 10.00 


Syrup Pitcher and Plate... -—«10.00 


Contact your Community representative or franchised distributor for promotional details now. 


Crafted by 


ONEIDA SILVERSMITHS 


Makers of Distinctive Tableware 
Heirloom®* Sterling Tudor Plate Oneida Community* 
Community* Silverplate Community* Stainless 
® 1881 @ Rogers @ * Silverplate Oneida* Dinnerware Oneidacraft* Stainless 


*Trademarks of Oneida Ltd., Oneida, N. Y. 
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ALL REPLIES HELD IN STRICT CONFIDENCE 





95 STORES ACROSS AMERICA 


ORD . , a 
N 


QF 


JEWELRY CORPORATION 


WILL BUY 
ESTABLISHED 
JEWELRY STORE 
OR CHAINS 


boy Cash 


OR TERMS 





We are interested in purchasing 


Jewelry Stores or Chains, of: 


GUILD Type 


INSTALMENT Type 


If you are planning fo sell, 


please call or write to: 


A. S. GORDON 


a 


JEWELRY CORPORATION 


600 STEWART Building 
HOUSTON 2, TEXAS 
Phone CApitol 2-2345 


ALL REPLIES HELD IN STRICT CONFIDENCE 











Bride’s Room” and make sure it is so feminine 
that no man would be seen dead in it. Do this and 
no bride will want to be seen alive anywhere but 
in it! 

Second. Now that you have the setting for the 
princess, fill her room with bridal merchandise only. 
Here display your china, silver and glass, both table- 
top and giftware, your wedding stationery and a 
complete selection of attendants’ gifts. Keep out 
of this room everything that is not directly related 
to the forthcoming wedding. 


Third. Integrate the merchandise mentioned so 
that a single individual—your Bridal Consultant— 
renders all service to the bride and her mother. 
Don’t shuttle the princess and her parent from the 
china department (and one salesperson) to the 
silver department (and another salesperson), to 
the stationery department (and a third salesper- 
son), thence to the jewelry department (and still a 
fourth salesperson) for attendants’ gifts. Rather, 
have one consultant accommodate them from A to 
Z in one store location, the bride’s own room. 


Fourth. Be sure that your Bridal Consultants 
are from the social classes to which your bridal 
business caters. They should be personable matrons 
with the same cultural background and values as the 
princess’ mother. 

Throw out all former sales techniques when deal- 
ing with the bride and her mother. Remember that 
you are not directly selling; you are indirectly sell- 
ing. You are building a close relationship between 
a member of your staff and the bride and her 
mother. Since your Bridal Consultant wields great 
influence in the choice of china, silver, glass, wed- 
ding stationery and attendants’ gifts—all of para- 
mount importance in wedding planning—this be- 
comes a most unusual relationship in retailing. 
Your consultant is, in effect, on the customer’s side 
of the counter, acting as confidante. If she plays 
her part well, she creates a very strong bond be- 
tween the bride and your store, and the princess 
and her mother will send scores of people into your 
store to consult the bridal registry. 

Fifth. This goes without saying: Maintain a 
well-kept bridal registry. 

Sixth. When advertising your bridal business, 
place the accent on public image rather than on 
merchandise. Stress your services, your store’s 
personality, and you’ll find that sales will take care 
of themselves. 

This, then, is the six-point program which has 
worked extremely well for us at Michaels. If you 
adopt it, you will make your store much more worth- 
while for the bride. The large, impersonal depart- 
ment store, the discount house offering only price 
appeal won’t hold a candle to you. You will have 
made your store name a status symbol that few 
brides and their families and friends can, or will, 
ignore. S 8 
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DINNERWARE, GLASSWARE & GIFTS 


(continued from page 112) 


the lines also handled by Tharaud are Royal | BRIGHTEN YOUR 
Netherland Full Lead Crystal, Myott’s English 
Staffordshire, Sadler’s English teapots. SALES PICTURE 


A series of attractive new pattern folders has 
been produced by Millard-Norman Co., Cincinnati. 
They illustrate the importer’s three new patterns 
in Denby stoneware, Gourmet stemware in Hade- 
land crystal, Emalox enameled aluminum bowls, etc. 


Acquisition of some 1,000 additional square feet 
of space to enlarge Syracuse Ornamental Co.’s 
present showroom in The Merchandise Mart, 
Chicago, has been announced by Richard A. Hol- 
stein, executive vice president of the wall acces- 
sory firm. 


0-IT-YOURSELF DISPLAY: The new counter display 
|} introduced by Syracuse China really packs 
a wallop. A sign on the display invites the custom- 
er to “push button and hold down” with a cup sus- 
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pended on a hook which swings out then drops 


it Oo nanos high, Tete aed 1 acne ee fp against tarnishing..that tiny particles of 
wale the nate at Carefi - hin : A light be silver are embedded in Pacific Silvercloth to 

ates stre arefree china. : - | 
: a #€ trap the gases that dull precious silver. And 


hind a plate demonstrates the translucency. 

Interested retailers are invited to write to Syra- 
cuse China Corp. 18 School St., Syracuse, N. Y. 
for further information. 


es WEDGWOOD ROOM: Members of the press 
were present at a champagne preview of the 
new bridal salon and Wedgwood Room at Bergdorf 
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and SILVER 


C R Y S T A L from sonata td 


“THE STAR” free-form bow! of x Sec 
heavy lead crystal. Five sizes sur —— 
for everything: salad, fruit, 
berries, mayonnaise, candy, 
nuts, flowers! 

Mayonnaise Bowls: 

244" x 5°—$1.75 

3.4" x 512" —$2.25 

. 334" x 6)2""—$2.75 

. Fruit or Salad Bow!: 

5” x 8” +$7.50 
. Punch or Salad Bow!: 

6" x 12’°—$12.50 * 
Mayonnaise Ladies in 4 de- 
signs: Silverplate — Vidar & 
Telemark — 5's" long, $1.40 
each. 2 pc. Salad Serving 
Set—8’’—$4.00 Set. 

Sterling — Blue Bell & Viking 
Rose—5"’ long, $3.50 each. 
Viking Rose 2 pc. Salad Serv- 
ing Set—8*’—$10.00 Set. 
Wholesale Prices. Write for 
literature of other Craft 

pred ucts from Norway. 


Telemurk 


Viking Rose 
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NORWEGIAN SILVER CORP. 


Norway House, 290 Madison Ave., New York 17, N. Y. 
Additional showroom, 225 Fifth Ave.. N. Y. C., Room 409 


«~y 
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Blue Bell D. 





VINERS OF SHEFFIELD’S 

Prestige gift —A PUNCH SET 

A truly magnificent set, superbly hand-chased in traditional 
English style. Heavily silver plated on copper in the true Sheffield 
manner. Excellent for punch, or a centerpiece, the most dramatic 
item in any silver department. 

PUNCH SET ( Pieces available individually ) 

Bow! #3435/14”—3], gallon capacity 100.00* retail 
Cups +9096 . 10.00* retail 
Gallery Tray 8153/22” Chased 105.00* retail 


Punch Ladle . 12.50 retail 
*Sub;. to fed. tax 


Viners of Sheffield 


362 Fifth Avenue, New York 1, N.Y. « WIsconsin 7-4496 
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Goodman, department store, Fifth Ave., New York. 

The room houses the most extensive collection 
of Wedgwood china in the United States. 

To honor the event, Arthur Ryan, president of 
Josiah Wedgwood & Sons of America, presented 
Mr. Goodman, president of the store, with a Danc- 
ing Hours Bowl. 


Swen NEWS: Gorham has introduced a sterling 
flatware pattern called “Classique.” The de- 
signers take advantage of sterling’s quality of 


reflectivity with an interplay between concave sur- 
faces and bevels. The pattern was first shown at 
the Chicago International Trade Fair in July and 
August. 

Reed & Barton is introducing a new sterling pat- 
tern called “‘Dimension.” The knife blade is set at 
right angles to the handle allowing the knife to lie 
either flat or on its side, a departure from conven- 


tional design. The introduction of the new pattern 
is being accompanied by full-page ads in the Octo- 
ber and November issues of Seventeen, Town & 
Country, Harper’s Bazaar, House & Garden, Vogue, 
Glamor, Mademoiselle, Living For Young Home- 
makers, The New Yorker and Gourmet. 


EW MILLARD-NORMAN OFFICE: Millard-Norman 
Co., Cincinnati importer, has moved into larg- 
er general offices and warehouse at 1419 Spring 
Lawn Ave. in Cincinnati. Norman J. Gordon, presi- 
dent, announced that the increased space, new ma- 
terials handling equipment, and other augmented 
facilities will improve operational efficiency and 
customer service. 
Millard-Norman represents Denby stoneware of 
England, Thaysen and A. Michelsen stainless steel 
of Denmark, and Hadeland glass of Norway. 
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LENOX FIRST! An entire Lenox giftware catalog 
A will be bound into the December issue of 
House & Garden. The booklet, consisting of 16 pages 
showing 106 items, along with the accompanying 
two half pages of ads, will represent the largest 
giftware advertising in the history of the maga- 
zine. 

Special promotion efforts will back up the House 
& Garden insertion. Two displays will be offered 


dealers at the reduced rate of $13.95 (instead of 
$36.50). One is a fall bridal gift display, the other 
a Christmas unit with tree and shelves in holiday 


colors. 
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In photo above, left to right, Robert J. Sullivan, 
vice-president of advertising and promotion, Lenox, 
Inc.; Joseph Giarracco, china and glass buyer, B. 
Altman & Co.; and Eugene A. Bay, eastern adver- 
tising manager, House & Garden. 


IFT SHOW SCHEDULE: With the highly success- 
ful New York Gift Show behind it, George 
Little Management, Inc., 220 Fifth Ave., New York, 
has issued the following Winter-Spring schedule: 
Atlantic City China & Glass Show, Jan. 7-12, 
Convention Hall; New York Lamp & Home Fur- 
nishing Accessories Show, Jan. 14-19, Hotel New 
Yorker & Trade Show Bldg.; Washington Gift 
Show, Jan. 21-24, Hotel Willard; Chicago Gift 
Show, Feb. 4-10, LaSalle Hotel & Palmer House; 
New York Gift Show, Feb. 18-23, Hotel New 
Yorker & Trade Show Bldg.; Boston Gift Show, 
March 4-8, Hotel Statler & First Corps Cadet 
Armory; Philadelphia Gift Show, March 18-21, 
Hotel Benjamin Franklin; New York Stationery 
Show, May 20-25, Hotel New Yorker. 
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an: FINE ENGLISH 


D | N N E RWA RE “Beauty Unadorned” supposes 


elegance of form and texture rather than applied decora- 


tion. Bearing witness, SPODE IMPERIAL FANCIES a com 
prehensive collection of white beauties unadorned 
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FRANCONIA CHINA 


"One of Europe's Finest’ 


DRESDEN FLOWERS 

One of the World's Most Treasured Dinnerware Patterns 
Traditional—with warmth, color and festiveness that 
make it ideal for Holiday entertaining. True Dresden 
colors and Gold on pure white translucent china in 
Louis XV Shape 

5 pc Place Setting: $15.50 retail (slightly higher South 
& West) 

Nationally advertised in October House Beautiful. 


Immediate delivery. Write for leaflet. 


Herman C. Kupper, Inc. 
39 W. 23rd St. New York 10, N. Y. 
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PRESIDENT KENNEDY HAS ACCEPTED THE TARIFF COMMISSION'S RECOMMENDATION that condi- 
tions in the watch industry do not warrant a formal investigation into the 
question of reducing import duties on watch movements. The Tariff Commis- 
Sion's advice was contained in its sixth annual report to the President on 
developments in the watch trade (see JC=-K, September, page 166). 


FULL QUOTA OF 69 MILLION PIECES OF STAINLESS STEEL TABLE FLATWARE IMPORTS was filled 
at least two months before the end of the quota period, Oct. 31, 1961, the 
Bureau of Customs reported last month. The data released by the Bureau show- 
ed the quota was filled by Sept. 2, although the exact date when this oc- 
curred was not given. Last year the quota was filled in June. 


RETAIL JEWELRY STORE SALES IN JULY DECLINED SHARPLY, according to U. S. Department 
of Commerce figures, which are not adjusted for seasonal variations or trad- 
ing day differences. Sales were down 12 per cent from July of last year and 
off 20 per cent from June, 1961, the Commerce Department's Bureau of the 
Census reported. Sales for the first seven months of this year were 10 per 
cent behind the corresponding period of 1960, the Bureau said. 


HOW COMPANIES ARE DOING--Hamilton Watch Co. attributed the net loss of $381,914 
incurred in the six months ended July $l to "the low rate of business 
activity this spring and the discontinuance of the ‘25 per cent off' sales 


on Wallace sterling." Sales were $14.8 million. In the first half of 1960 
Hamilton earned $361,504 on sales of $17.8 million. President Arthur B. 
Sinkler predicted that corporate profits for the balance of the year would 
"more than offset the first six months’ loss" .. . Donald J. Hawthorne, 
president of General Time Corp. said last month that improved orders for its 
Westclox division may help the firm show a profit for the year ending Dec. 
50. General Time may also operate in the black for the third fiscal period 
ending Oct. 7, he said. The company had losses of $721,238 last year and 
$535,710 for the 24 weeks ended June 17... Zale Jewelry Co. and Benrus 
Watch Co. have both declared regular quarterly dividends payable Oct. ll. 
Zale stockholders will receive 25¢ per share. Benrus will pay 7%¢ per share 
- e e« Reliable Stores Corp., operators of 38 retail jewelry stores and 3l 
furniture stores, had net earnings of $151,819 on sales of $6.6 million 

for the quarter ended July 3l. 


TRANSISTOR RADIO SALES ARE BEING SPURRED BY GOVERNMENT RECOMMENDATIONS for air raid 
Shelters and hurricane precautions, according to the Sony Corp. of America. 
Civil defense organizations are campaigning to inform the public of a tran- 
Sistor unit's importance during an emergency when power failure would make 
cord radios inoperative. Use of transistors during severe weather=--such as 
last year's Hurricane Donna and the heavy snow storms=--has already been 
established, Sony said. 


BUSINESSMEN ARE NOW SETTLING MORE FTC CASES BY CONSENT, as a result of recent re- 
organization of the Federal Trade Commission. The FTC's new enforcement 
rules speed consent settlement procedures, discourage involvement in long, 
drawn-out cases. Businessmen must now agree to a consent settlement within 
40 days or lose the right to negotiate. 


PLATINUM PRICES ARE SHOWING SOME SOFTNESS, after a 2% year rise, says the Wall 
street Journal. Russia, which accounts for about 25 per cent of the world's 
output of platinum, has been making heavier sales in world markets, dealers 
report. Large refiners are asking $82 an ounce for this precious metal, but 
some dealers will sell it for $80 an ounce. 





SOUTH AFRICAN GOLD OUTPUT ESTABLISHED A NEW RECORD HIGH IN JULY of 1,934,225 ounces, 
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Trend 


No. 5427. Delightfully 
different shield-shape 


Franchised Zodiac jewelers get an 
extra measure of profit through 
“room to breathe” markup, full price 
protection and an honest-to- 


case in 14K gold with 
matching expansion 
bracelet. 17-jewel, 
shockproof movement 
with lifetime unbreak- 
able mainspring and 


goodness guarantee. balance staff. $89.50 S 


This profit dependability together Pf 
with product dependability accounts 
for the fact that more and more 


jewelers are confidently stocking 
and selling Zodiac watches. 


Zodiac” 


For exclusive franchise information 
and catalog, write 


ZODIAC WATCH COMPANY *So long as crystal and crown are 
15 West 44th Street, oe a ee 
New York 36, New York Crcore 


No. 5428. Fascinating 
new fan-shaped watch 
in gleaming 14K gold 
with matching expan- 
sion bracelet. 17-jewel, 
shockproof movement 
with lifetime unbreak- | 
able mainspring and 
balance staff. $89.50 


Olympos 


No. 3095. Revolutionary new 
concept in watch design! The 
dial itself automatically re- 
volves to the exact hour. No 
hour hand! No winding! In- 
credibly accurate! Slim-as-a- 
silhouette stainless steel 
waterproof*case with a 
unique matching expansion 
band. $95.00 

Also available in gold filled 
top and stainless stee! back, 
No, 3096. $110.00 


An Official 
Watch of 

the Swiss 

Federal Railways 
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exceeding the previous peak of 1,927,477 ounces in May of this year. June 
production was only slightly lower, 1,925,452 ounces. 


VALUE OF DIAMOND EXPORTS FROM TANGANYIKA FOR THE FIRST SIX MONTHS of this year ex- 
ceeded the value exported in the first half of 1960 by more than $l million, 
an increase of about 17 per cent, according to the Tanganyika Ministry of 
Commerce and Industry. 


ANGOLA DIAMOND CO. EXPECTS PRODUCTION FOR THE YEAR to "greatly" exceed the 
planned yield of about one million carats. During the first five months of 
1961 the company produced 561,783 carats, compared with 414,976 carats mined 
during the same period of 1960. 





A WALTHAM WATCH FACTORY WILL BE ESTABLISHED IN NEUCHATEL, SWITZERLAND, with an ulti- 
mate capacity for the production of 100,000 watches and watch movements a 
month, Harry Aronson, Waltham Watch Co. president, said last month upon his 
return from Switzerland. The factory will be completed next year in time for 
deliveries by July. 


EQUAL PARTNERS WITH WALTHAM IN THE NEW FACILITY will be Voumard Machines, 
S.A., a large Swiss manufacturer of machine tools and machinery. Bertano 
Voumard, president of the firm, will direct the operations of the new plant, 
to be known as Waltham Watch Factory, S.A. 





ARONSON ALSO ANNOUNCED PLANS TO ESTABLISH WALTHAM INTERNATIONAL to sell 
watches under itsS own other trademarks in world markets outside of the 
United States, Canada and Mexico. 





AN IMPROVED METHOD FOR CONTROLLED "GROWING" OF DIAMONDS has been patented by Harold 
P. Bovenkerk, who assigned patent rights to the General Electric Co., a 
pioneer in the development of artificial diamonds. In the Bovenkerk systen, 
discs of non-diamond carbon material, such as graphite, and disks of various 
metal alloys, serving as catalysts, are stacked alternately in a new type of 
reaction chamber. The carbon changes to diamond form when high pressures and 
high temperatures are applied. The inventor said “true diamonds" that passed 
Standard tests for quality and density were obtained by this method. 


NEW METHOD REPORTEDLY IMPROVES ON OLD TECHNIQUES of “growing" diamonds in 
cluster formation, which may inhibit growth of individual diamonds and cause 
Surface irregularities. 


ISRAEL'S DIAMOND INDUSTRY SET NEW IMPORT AND EXPORT RECORDS in the first half of 
this year. Imports of uncut stones totaled 832,000 carats worth $28 million, 
compared with 650,000 carats worth $22.4 million in the first half of last 
year. Exports of polished diamonds reached 340,000 carats worth nearly $33.6 
million, up from about $26.9 million during the comparable period of 1960. 
The U.S. continued to be the leading customer this year, taking more than 
$11 million worth of Israeli production. 





FUTURE SUPPLIES OF ROUGH DIAMONDS FOR ISRAEL were discussed by representa- 
tives of the Israeli diamond cutting industry and the Central Selling Or- 
ganization in London in late August. The proportion of imports supplied by 
the syndicate doubled this year, accounting for 36 per cent in value during 
the first half. 





COMPETITION FROM ISRAEL, SOUTH AFRICA AND THF U.S. HAS HURT the Antwerp dia- 
mond industry, the Belgian Government says, in seeking Support from other 
Common Market governments for protection of the world's largest diamond cut- 
ting center. The aid proposed would probably take the form of a commission 
or discount on raw diamond purchases, Similar to the 3 per cent discount on 
rough diamonds granted the Israeli Government on uncut stones imported from 
London. 
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OLD GOLD... 


Whether it’s old gold and silverware...or the precious 
metals in the sweepings, sludges, turnings and polish- 
ings that accumulate in your operations—you can turn 
them into profit if you bring them to the right place. 


For 90 years, Handy & Harman has been fabri- 
cating, and refining precious metals in all forms. We 
now supply gold and silver alloys to the arts and in- 
dustry in the amount of 80 million dollars per year. 


What does this mean to you? Because we continu- 
ally recover precious metals wastes from our own 


plants as well as from those of our customers, we have 
become expert in extracting the maximum amount 


of recoverable value from refinings in any form. 


In dealing with the nation’s biggest refiner of pre- 
cious metals, you are assured of accurate appraisals, 


expert recovery and prompt payment. 


There are six Handy & Harman collection plants to 
serve you conveniently wherever you are. Send your 
refinings and old gold to Handy & Harman and give 
yourself the best deal possible. 


Your No. 1 Source of Supply and Authority on Precious Metals 


HANDY & HARMAN 


General Offices: 850 Third Avenue, New York 22, N. Y. 


BRIDGEPORT 1, CONNECTICUT 
CLearwater 9-8321 


LOS ANGELES (E! Monte), CALIF. 
330 N. Gibson Rd. 
CUmberland 3-8181 
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CANADA: Toronto 2B 


PROVIDENCE 3, R. I. 
425 Richmond St. 
JAckson 1-4100 


1900 West Kinzie St. 
SEely 3-1234 


141 John St. 


| CHICAGO 22, ILL. 
EMpire 8-6171 
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Amendment to Federal Stamping Law 
passes Congress as session nears end 


An amendment to the Federal 
Stamping Law, strongly supported 
by jewelry industry trade associa- 
tions, won Congressional approval 
in the last few days before ad- 
journment. 

The measure reached the Presi- 
dent’s desk during the last week of 
September. 

The amendment now requires a 
manufacturer or importer of gold 
or silver merchandise to add a 
trademark or other means of iden- 
tification to his product whenever 
it is marked to show the fineness or 
quality of the metal used in it. 

“In other words,’ as the Senate 
Commerce Committee said in its 
report on the bill, “if you show 
quality on your merchandise, you 
must identify yourself.”’ 

Backers of the amendment were 
pleased that Congress passed the 
legislation amidst the rush for ad- 
journment. They had expected final 
action to be deferred until the next 
session. 

The bill was approved by the 
Senate at the end of August. The 
House Commerce Committee made 
some minor changes—which indus- 
try spokesmen said strengthened 
the measure—and the full House 
gave its okay Sept. 21. The Sen- 
ate passed the revised version 
Sept. 23. 

P. Irving Grinberg, executive 
vice - chairman of the Jewelers 
Vigilance Committee, appeared be- 
fore the Senate and House Com- 
mittees in August on behalf of 
the amendment. 

The JVC was joined in the 
petition by the Manufacturing 
Jewelers & Silversmiths of Amer- 
ica, Retail Jewelers of America, Na- 
tional Wholesale Jewelers Associa- 
tion, American Gem Society and 
Sterling Silversmiths’ Guild. 

“This amendment would be con- 
structive and helpful in _ identi- 
fying those responsible for placing 
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quality marks on [articles 
made of gold or silver],’’ Grinberg 
told the committee members, “thus 
giving the buying public greater 
protection against misrepresenta- 
tion.” 

It should also “tend to cause 
unscrupulous manufacturers’ or 
dealers to hesitate to place a false 
stamp on such products,” he said. 

Robert M. Kremetz of Kremetz 
& Co., Newark, N. J., also appeared 
before the two committees with 
Grinberg to answer the technical 
aspects of the members’ questions. 

Another industry trade organiza- 
tion, the Jewelry Manufacturers 
Association, added their support to 
the bill in telegrams sent to the 
chairmen of the Senate and House 
committees. 


The Federal Stamping Act is the 
name by which chapter eight of 
title 15 of the United States Code 
is known. In an act passed in 1906 
Congress established the standards 
of fineness for articles made of 
gold or silver, or an alloy of these 
metals, and provided that if ar- 
ticles are marked for quality it 
must be done accurately. 

The law does not require quality 
marks, but Grinberg pointed out 
to the Senate Commerce Com- 
mittee that “reputable manufac- 
turers not only stamp their products 
with the quality mark but also with 
an identification mark.”’ 

The Commerce Department, in 
its report on the bill to the Senate 
Committee, also described this 
practice and added: “It would not 
appear to impose substantial hard- 
ship for the companies that do not 
do so now, to identify themselves 
along with the quality mark in the 
future, as proposed.” 


Swiss watchmakers plan nationwide ad 
campaign and ‘single-market’ promotion 





The Wetchmakers of Switreriand 


DISPLAY OFFERED: This display 
piece in molded plastic with metal 
frame on wood base is available from 
the Watchmakers of Switzerland for 
$1. The display for use as a window 
or counter unit, ties in with the 
Watchmakers’ national magazine ad 
campaign scheduled for November 
and December. 


U. S. consumers will be the tar- 
get this fall of an intensive ad- 
vertising campaign on behalf of 
quality Swiss watches. 

The drive by the Watchmakers 
of Switzerland “is aimed at produc- 
ing greatest possible jewelry store 
sales of better watches, in what is 
expected to be one of the industry’s 
biggest year-end buying seasons.”’ 

In color ads in two leading con- 
sumer magazines potential custo- 
mers will be told “The two key 
ways to save dollars and disappoint- 
ment when buying a watch.” 

The two phrases to be stressed 
in the ads—‘“‘Swiss on the dial” and 
“17 jewels in the movement’’—are 
repeated in a new display unit 
which the organization is making 
available to retailers who wish to 
tie in with the campaign. 

The Watchmakers hope to create 
an impact “equal if not greater” 
than the “quality watch” theme of 
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Five exquisite styles from $39.95 to $59.95 available in yellow and white. 


Introducing the 


BULOVA DIAMOND 


Heavily advertised, attractively priced and beautifully styled, this exciting new series 


arrives just in time for your biggest gift-selling season! 


The new Bulova Diamond Dream series gives you network television shows—National Velvet, Laramie, 


a complete diamond watch department under one Dick Powell Show, Outlaws, 


International Show- 
heavily promoted name—and it’s being introduced at 


time, Saturday Night Features. 


an ideal time to help you build business in one of 


Millions more will see full-page, full-color ads in LIFE, 
your store’s most profitable departments—diamonds. LOOK and EBONY magazines 
4 ¥ A < -, 4 —e 


Look at this TV advertising! Starting October Remember, Bulova advertising focuses attention on 
3rd, a powerful new advertising campaign will reach you, the jeweler. as America’s watch expert. That’s 


millions and millions of prime prospects on these why your Bulova franchise is more valuable than ever! 


BULOVA THE GIFT-QUALITY WATCH 


1961 BULOVA WATCH COMPANY, INC., NEW YORK, TORONTO, BIENNE,. MILAN 
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SIX POUNDS OF ROUGH EMER- 
ALD: David Widess of I. Widess & 
Sons, Los Angeles gem dealers, dis- 
plays emerald specimen at Pacific 
Jewelry Show. Acquired in 1910, the 
Six-pound quartzite is the _ firm’s 
trademark. 





two years ago and the “see the 
difference’ campaign last year. 

Their message will appear in 
two-page spreads in Reader’s Di- 
gest in November and December, 
and in single-page ads in the Nov. 
24 and Dec. 8 issues of Life. 

Order cards for the new display 
piece were mailed to jewelers last 
month. Retailers not receiving an 
order form may write for the dis- 
play unit to Suite 1105, 730 Fifth 
Ave., New York 19, enclosing $1 in 
check or money order. 

Watch Fashions Previewed 

The Watchmakers of Switzeriand 
launched its fall campaign in Aug- 
ust with its 13th preview of newest 
watch fashions for repre- 
sentatives of the nation’s press. 

More than 200 magazine, news- 
paper and syndicate editors attend- 
ed the showing in New York. 

The Watchmakers report that 
stories about the latest styling and 
special watch features have already 
begun to appear in fashion pages 
of local papers serviced by the 
editors who attended the preview. 

The Watchmakers’ second “sin- 
gle-market” promotion has been 
scheduled for the city of Denver 
Nov. 5-18. 

It will be patterned 
saturation campaign tested last 
spring in Boston, which was “one 
of the most successful all-around 
watch-selling efforts ever,” the 


Swiss 


after the 
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Watchmakers said. 

Keynote of the promotion will be 
“What’s the Watchword in Den- 
ver?” A four-day teaser campaign 
using this phrase will precede the 
two-week concentration period. 

The answer to the question (17- 
jewel Swiss watches) will be re- 
vealed to Denverites in double-page 
Sunday supplement ads in the city’s 
two newspapers Nov. 5. The ads 
will also explain a store-traffic con- 
test, which offers 100 prizes and an 
all-expense paid vacation for two. 

Most households will have re- 
ceived a contest mailer prior to the 
ads’ appearance, offering a free 
gift from their jewelers. 


Denver Saturation Set 


More than 115 jewelers are co- 
operating in the promotion. The 
Denver Post and Rocky Mountain 
News were hosts Sept. 21 at a 
dinner to synchronize retailer tie-in 
efforts with the opening ads. 

The campaign also includes: a 
schedule of more than 100 radio 
spots; jeweler window displays and 
advertising, using specially fur- 
nished material; a second two-page 
ad on Nov. 12 in both papers; and 
further tie-in ads scheduled by re- 
tailers and major watch firms. 

The jeweler in Denver attaining 
the most effective overall participa- 
tion will also win an expense-paid 
vacation prize. 

“Highlighting the entire effort,” 
said the Watchmakers, will be the 
donation to the city of Denver of 
a large flower clock flown from 
Switzerland. 

Denver officials have agreed to 
accept the clock, a duplicate of a 
famous Geneva landmark, and place 
it in one of the city’s parks. 

Other concentrated promotions 
such as the ones in Boston and 
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AGS RULING BODY MEETS: The international committee of the American 
Gem Society met in New York in August. It was the first meeting of the group 
since new officers of the Society were elected at the Spring Conclave. 


scheduled by the 
several other 


Denver are 
Watchmakers for 
cities next year. 


AGS establishes $1000 


fund for gem training 


Allocation of $1000 for a scholar- 
ship fund to provide gemological 
training for jewelers was approved 
by the American Gem Society in- 
ternational committee at a recent 
meeting in New York. Darwin R. 
Neumeister, C. G., executive vice- 
president of Black, Starr & Gor- 
ham, New York, and president of 
the Society, was chairman. 

Neumeister said the $1000 will 
be divided among approximately 
eight persons in two categories; 
those within the jewelry industry 
who want to take advanced training 
and need assistance, and initial 
training for others wishing to enter 
the trade. 

Details of the program will be 
handled by the education committee 
under the direction of Chairman 
Robert Swanson, of Swanson Jew- 
elers, Arlington, Mass. The first 
scholarships will be awarded in the 
early part of 1962 after procedures 
for selecting candidates are estab- 
lished. 

Also discussed was the extension 
of AGS membership to jewelers in 
other Western Hemisphere nations, 
such as Colombia, Brazil and 
Mexico. A sub-committee will re- 
port on this at the next conclave 
Mar. 31-Apr. 3 in Washington, D. C. 

The Society said the language 
barrier and the differences in selling 
and merchandising methods in these 
countries present problems which 
must be considered. 

Current AGS membership in the 
U. S. and Canada is more than 
1900. 
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Fl Letter from Oscar Kind Jr. 


President of S. Kind & Sens-— 


Philadelphia Jewelers, Former President 
, OF RIA, AGS. and SIGs) 
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This is but 


one of the many 
services that we 
have performed for 
some of the nation’s 


finest jewelers. 


, We Welcome Inquiries 


Charles F : Crowley Associates Management consultants 


and sales specialists 
550 Fifth Avenue, New York 36, N. Y. © Telephone PLaza 7-6454 to some of the nation’ 
ROSEEES Tee B UR RR oe finest jewelers 











CASH 


FOR YOUR SURPLUS 
SILVER, DIAMONDS 
and JEWELRY 


We will pay cash for any of your ster- | 
We are interested in any | 
quantity, large or small—active, inactive, | 


ling patterns. 


obsolete, new or used. 


Send shipment for immediate offer 


Our check covering payment in full 
is re. 
ceived. Silver will be held intact await- 


mailed same day merchandise 


ing your acceptance or rejection. 


We are also interested in coop- 
erating with jewelers who receive 
calls for older sterling patterns 


that are no longer available. 


Will also buy diamonds—any 
quality—as well as antique and 
jewelry. 

Reference: Dun and Bradstreet 
The First National Bank of Memphis 


Julius Goodman & Son | 


Memphis Jewelers Since 1862 
113 MADISON AVE. ° 


size and 
modern 


MEMPHIS, TENN. | 
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Be sure your cards and 
packages are signed, sealed 
and delivered with 


CHRISTMAS 
SEALS 
TO FIGHT TB 


ANSWER YOUR CHRISTMAS 
SEAL LETTER TODAY 


Ps 
F3 ae: 


fig 


41 














Elections, discussion sessions highlight 
Connecticut Retail Jewelers convention 


The election of officers and direc- 
tors was a highlight of the Con- 
necticut Retail Jewelers Associa- 
tion’s annual convention at the 
Griswold Hotel and Country Club 
in Groton, Conn. 

Harvey Mallove, of Mallove’s 
Jewelers, New London, was elected 
president for the 1961-62 year. 

Other officers are: Harry Kap- 
lan, Lenox Jewelers, Bridgeport, 
and Saul Lichtenstein, Michaels 
Jewelers, Bridgeport, both re- 
elected vice-presidents; Robert K. 
Jeffrey, G. W. Fairchild & Son, 
Bridgeport, a newly elected vice- 
president; Robert Sykes, Sykes & 
Libby Jewelers, New Haven, 
elected Association secretary; and 
Creighton Shoor, Shoor Jewelers, 
Manchester, re-elected treasurer. 

Newly elected members of the 
board of direct« *s are: B. L. Eyges, 
B. L. Eyges Co., West Hartford; 
Gerald J. Lizee, A. J. Lizee & Sons, 
Willimantic; Harvey Roseman, 
Gleasons Jewelers, Bridgeport; and 
the immediate past-president, Rich- 
ard Michaels, Michaels Jewelers, 
Waterbury. 

Re-elected to the board were 
J. H. Anderson, J. Herbert Ander- 
son, East Hartford; Sol Charlop, 
Charlop Jewelers, Danbury; Ben- 
jamin B. Cooper, Cooper Jewelry 
Co., Hartford; Stanley Israelite, 
Modern Jewelers, Norwich; Buzzy 
Levin, Mallove’s Jewelers, Middle- 
town; Bernard LeWitt, LeWitt 
Jewelers, New Britain. 

Also: Howard I. Michaels, 
Michaels Jewelers, New Haven; 
Jack Neustaedter, Newstadt Jewel- 
ers, Norwalk; Henry Rebhun, Wil- 
liam Gordon Jewelers, Stamford; 
Morton Schpero, Schpero’s Jewel- 
ers, Milford; Irving Tunick, Louis 
Tunick Co., Torrington; and Her- 
bert Savitt, Savitt Jewelers, New 
Haven. 

At a Sunday evening banquet 
which closed the convention, the 
newly-elected president presented 
an engraved gavel “for outstanding 
service and distinguished leader- 
ship” to retiring president Richard 
Michaels, who served for two years. 

In addition to the banquet and a 


MICHAELS HONORED: Richard 
Michaels, left, out-going president of 
the Connecticut Retail Jewelers As- 
sociation, receives an engraved gavel 
for his service and leadership from 
Harvey Mallove, newly-elected pres- 
ident of the Connecticut RJA. 


schedule of sporting events, jewel- 
ers attended round table work shop 
and “idea exchange” conferences. 
“Sales Promotion Ideas to Build 
Store Traffic,” “Developing a Basic 
Merchandising Policy,” “The Role 
of Diamond Evaluation in Boosting 
Gem Sales” and “Making Your Ad- 
vertising Pay Off’? were discussed. 


United Jewelry Show 
slated to open Oct. 27 


About 300 manufacturers have 
registered for the jewelry indus- 
try’s largest Spring show for 
wholesalers, which opens Friday, 
Oct. 27, at the Sheraton-Biltmore 
Hotel in Providence, R. I. It will 
continue until noon on Nov. 3. 

United Jewelry Show exhibitors 
will occupy approximately 165 ex- 
hibiting rooms on five floors. 

Indications are that the whole- 
saler is turning more of his atten- 
tion to domestic sources, show 
officials said. Domestic manufac- 
turers, sensing an increased inter- 
est in their lines, have been encour- 
aged to view the coming “market 
week” with optimism. 

The show management said it in- 
tends to conduct its usual semi-an- 
nual costume jewelry survey among 
exhibitors. 
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NOW ...@GORHAM STAINLESS 


(In time for Christmas, too!) 


ye EN WITH THE 
NEW SALESPOWER FROM A NEW PRODUCT! ([eeRRAMRIMRIIE POWERFUL IMPACT 


One look, one touch, your customers will know this is stainless truly fii) | OF McCALL'S 
worthy of the Gorham backstamp. This is 18-8 stainless that will give [aayenis NOVEMBER ISSUE 
broad new dimension to the rapidly expanding stainless market. Yes, , - y | Over 7 million eager 
mastercrafted Gorham stainless by the world’s leading silversmith is now : readers will meet Gorham 
yours to sell... . and it's exclusive to the jewelry trade. Stainless through the 
November issue of 
McCall's. To help you tie 
. in with this impact, you 
SPECIAL INTRODUCTORY OFFER | | Sia, tek te Goahans he 
Designs for fancy FREE* dining! Four free* F | mats, photos, art, Stuffers 
fancy serving pieces with each 50-pc. serv- and handsome displays. 
ice for 8. 50-piece service consists of THE TIME FOR YOU TO 
16 teaspoons, 8 place spoons, 8 salad . . F ACT—TO START SELLING- 
forks, individual; 8 place forks, 8 place -~ col , = hed IS NOW! Order from your 
knives, hollow handle; 2 tablespoons, plus @& 4 ~~ | Gorham Jewelry Whole- 
the four fancy free serving pieces .. . f sale Distributor or your 
Sugar Spoon, Butter Knife, Cold Meat Fork, , Gorham Representative. 
and Pierced Serving Spoon. i The Gorham Co.* Providence 7, R. I. 
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BOOTY FOR BEAUTY: Here are three of the current 
crop of beauty queens enjoying the fruits of victory. At 
left, Miss Washington, D. C. visits Kahn-Oppenheimer, 
Washington jewelers, where Harry Brott, vice-president 
presents her with a Columbia diamond, a Bulova watch 


and a set of Oneida sterling in a chest from the Naken Co. 
Miss International, center, is fitted with her $1 million 
pearl crown by its designer, Dr. James J. Boutross. At 
right, Miss Kansas selects a Gorham silver pattern at 
Trombla’s Jewelers in El Dorado, Kans. 


“ASTROJET” WATCHBANDS ARRIVE: Elizabeth Blessing, Dallas City Coun- 
cil member, receives first Speidel Corp. “Astrojet” watchband display from 
American Airlines pilot who flew the material to Dallas for the Allied Gift and 
Jewelry Show aboard an Astrojet from New York. Looking on are Phil Wolf, 
left, Speidel distributor, and Ben A. Lipshy, president of Zale Jewelry Co. 
The new watchbands were inspired by the fast moving jets. 


*. 


GOLDEN ANNIVERSARY SALES MEETING: Entire A. 
Cohen & Sons Corp. sales organization meets at Falls- 
view, a resort hotel in upstate New York, June 25-28, 


marking the wholesale jewelry firm’s 50th anniversary. 
Mort Weisenfeld, general sales manager, told the group 
that 1961 has been a “banner” sales year for the company. 
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WEATHER INSTRUMENTS 


— help you cash in on everyone’s year ‘round interest WIDE SELECTION AVAILABLE 
in weather and comfort. Airguide Barometers, Thermom- ® Over 30 beautiful models in a price range that covers 


eters and Humidity Indicators are always “in season” your market: $2.50 to $115. 
as delightful and welcome gifts. ® Wide choice of models for wall or desk. 


® In traditional or contemporary styling. 
@ In single and combination units. (A few shown here.) 


BAROMETERS — most important instruments used in weather fore- 
casting. They indicate the presence of high and low pressure areas 
which influence weather conditions. Many people find their own 
barometers most dependable in forecasting local weather trends. 
Weather Bureau reports usually cover a larger general area. 


THERMOMETERS — basic weather instruments which play an essen- 
tial role in our day to day comfort. Airguide offers three types: the 
popular indoor-outdoor which is mounted indoors but shows both 
indoor and outdoor temperatures, outdoor tube type, and outdoor 


dial type. 


RELATIVE HUMIDITY INDICATORS — direct reading instruments 
which show the percentage of moisture in the room air. Since comfort 
depends on the relationship of humidity and temperature, most Air- 
guide humidity indicators are combined with thermometers for maxi- 
mum utility. 





COMBINATION INSTRUMENTS — barometers combined with ther- 
mometers or with both thermometers and humidity indicators provide 
a convenient and decorative home or office “weather bureau”. 


Gift shoppers are prime prospects for Airguide Instruments — and this 
year we are using Reader’s Digest —— famous for its widespread 
influence, to pre-sell the GIFT IDEA of Airguide Weather Instruments 
to itt 35 MILLION READERS. 


Here is a potent promotion that is sure to bring CLEAR SELLING 
WEATHER to dealers prepared to deliver Airguide. 


Let us send you our full color catalog and further information. Com- 
plete this coupon and mail today. 


AIRGUIDE INSTRUMENT COMPANY, 2210 WABANSIA AVE., CHICAGO 47, ILL. 


Airguide Instrument Company, 2210 Wabansia Avenue, Chicago 47, Illinois 


Gentlemen: Sounds interesting. Kindly send further information immediately. 


© 1961 


A. 1. Co. 
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State of the Jewelry Business 





Imports of watch movements, uncut diamonds show rise in July 





IMPORTS 


0-1 jewel 

2.7 jewels 
8-15 jewels 
16, 17 jewels 


% change 
from Jan.- 
July 1960 


% change 
July from July Jan.-July 
1961 1960 1961 


WATCH MOVEMENTS (units) 


497,630 +5.2 
93,183 +7.5 
18,387 +1212.4 

538,228 +11.2 


2,940,511 —12.9 
531,469  —14.5 
85,067 +269.3 
2,952,640 —9.5 


over 17 jewels 1,930 
all movements 1,149,358 


DIAMONDS 
uncut, by carats 
uncut, by value 
cut, by carats 
cut, by value 
CULTURED PEARLS 
IMITATION STONES 


275,074 
$12,028,508 
72,463 
$6,444,952 
$1,116,080 


EXCISE TAXES 
1961 


AMOUNT COLLECTED 
(add 000) 


VITAL STATISTICS 


July 
1961 
134,000 
374,000 


MARRIAGES 
BIRTHS 


FAILURES 


CASH JEWELERS 
INSTALLMENT JEWELERS 
WATCH REPAIRERS 
WHOLESALERS 
MANUFACTURERS 


SALES 


JULY 1961 


% change % change 
from from 
July 1960 June 1961 


SALES +3 —17 
INVENTORY +5 +7 


Mid-Sept. 
1961 
SILVER $.913% 
PLATINUM $82 
PALLADIUM $24 
IRIDIUM $75 





$659,608 


Apr.-June 


Aug. Jan.-Aug. 
1961 1961 


+12.6 9,970 
+9.6 6,519,657 


+16.3 
—10.6 


1,455,780 +88.1 
$65,121,190 +27.9 
+10.8 449,938 —7.4 

—5.1 $42,205,806 —10.2 
+18.3 $9,567,874 +5.9 
+38.6 $2,905,972 —9.4 


+182.7 
+774 


% change 
Jan.-June from Jan.- 
June 1960 


% change 
from Apr.- 
June 1960 1961 


$32,871 


from July Jan.-July from Jan.- 
1960 1961 July 1960 
—0.7 856,000 —0.7 
+1.1 2,451,000 


% change 
from Jan.- 
Aug. 1960 
+15.7 
+26.1 
(1960:0) 
+7.1 
+73.3 


JULY 1961 
% change % change 
from from Jan.- 
July 1960 July 1960 


FINE JEWELRY, 

WATCHES +8 +1 
SILVERWARE, 

CLOCKS +4 —4 
COSTUME 

JEWELRY 


(troy ounce, large lots) 


One Year 
Ago % change 
$.9134 ‘ 
$82 
$24 
$75 








Watch Movement Imports — July 
was the best month so far this year, 
both in volume and in percentage of 
gains over the corresponding month 
of 1960. 

All categories of imports regis- 
tered increases over July of last 
year. Most significant was the 11.2 
per cent gain in 16 or 17 jewel im- 
ports. The total of 538,228 units in 
this category was exceeded only 
twice in the last 20 months. While 
the January-July total is still 9.5 
per cent behind the similar period 
of 1960, movements of this type 
were imported during the first seven 
months of this year at a rate slight- 
ly ahead of the 1959 pace. 

In comparison, imports of 0-1 


jewel movements between January 


and July lagged 415,000 units be- 
hind the same part of last year 
and were 210,000 units less than 
those imported during a compara- 
ble period of 1959. 

If the 1961 import trends con- 
tinue, total watch movement im- 
ports for the year seem certain to 
top 13.5 million units. There is a 
good likelihood the total will ex- 
ceed 14 million again. 

Diamond Imports—The U. S. dia- 
mond market in September was 
firm. Large size stones of better 
quality were still in demand and 
getting good prices. Here are de- 
tails on the July diamond imports 
included in the accompanying table: 

UNCUT: A new high in volume 
of carats imported was established 
in July, exceeding the previous high 
of 253,633 carats recorded in June 
of this year. The volume in July 
was nearly three times the number 
of carats imported during the same 
month of 1960. Average carat 
value dropped from $56.28 in June 
to $43.73. 

CUT: Although carat volume in 
July topped July, 1960, the cumu- 
lative totals for cut diamond im- 
ports continued to run counter to 
the import trend for roughs. 
Excise Taxes—Taxes collected in 
the April-June quarter showed 
nearly a 1 per cent gain, in con- 
trast to the previous quarter, 
when collections were 1.8 per cent 
less than in the corresponding 
period of 1960. 
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pISPLAYS FOR YOUR “CHARM pap- 


Dusigued TO SELL MORE MERCHANDI GE 


aUime eels 


RETAILER 


’ These displays store back stock at the point of sale. Make your 














store Charm Headquarters for your area with a Charm Bar. Displays 
#601, #602, and #603 have easel backs which allow display to stand 


= up or lay flat. ideal for inside case or counter top where merchandise 
+ “\ SELLS FASTER. These displays simplify the setting up of a basic 


stock in depth on best sellers and help keep a unit control system. 


Displays 60 of the most pop- 
ular, best selling charms. 


Turntable displays 144 charms 
and stores back stock at point 
of sale. Assortment consists of 
our top 144 Best Selling Charms. 
A proven success in leading de- 
partment stores. 


Vacation & Travel a 36 

charms and 3 bracelets and 

holds back stock. Mementos 

of your vacation. Souvenirs of 
city and state, favorite 
ies, sports, etc. 
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#602 


Displays 12 of our best sell- 
ing bracelets. All 12 brace- 
lets available with spring 
rings and new fold over 
clasp. Both included in 
assortment. 


Schoo! Day Promotion displays 36 
charms and 3 bracelets. ideal for 
12-month selling. Charms espe- 
cially designed for high school 
Se —— a footballs, 
asketbalis, cheerleaders and all 
#2604 Inventory — other sports in which everyone 
instantly accessible is interested. 


See your local representative or write to Factory. 


WELLS MANUFACTURING COMPANY 


Factory: Attleboro, Massachusetts 
Office & Showroom: 390 5th Avenue, New York, New York 


ALL DISPLAYS FURNISHED AT NO CHARGE 
WHEN PURCHASED WITH ASSORTMENT. 





RE 
Announcing 


Ring by Morris Kaplan 


The Linde Synthetic Emerald 


Linde —famed for Linde Stars — 
brings you another exquisite new 
profit-maker . . . the fabulous new 
Linde Synthetic Emerald. 

Just look at it—the color is 
there .. . the sparkle, the beauty 
too. But that’s not all. There is 
life in the synthetic emerald... 
and it’s clear, good looking, and 
amazingly low priced. The seed 


138 


of this emerald is a natural white 
beryl, mined in Brazil, and shaped 
to nearly the size of the finished 
product. The color comes from 
the addition of chromium —yjust 
as in the natural emerald. This 
results in a true synthetic emerald, 
the one to which Linde has given 
its name. 

Rings, brooches, bracelets, neck- 


laces and earrings are available 
in the Linde Synthetic Emerald. 
Come and see them—by them- 
selves, orsurrounded by diamonds, 
other jewels and finest karat gold 
and platinum. Have them in your 
store for the holidays. Linde is 
breaking with the news to the 
consumer in November, and all 
we can say is—the news is great! 
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‘Linde’ is a registered trade mark of eS AWA intensifies effo rts 


the Linde 
Synthetic 


Emerald 


Rings, brooches, bracelets, neck- 
laces and earrings galore. See 
Linde Stars, too, in jewelry any 
man or woman would be glad to 
wear. Designs of all settings for 
both the Linde Synthetic Emerald 
and the Linde Stars are exquisitely 
handled. 


in anti-smuggling drive 


Watch smuggling has assumed 


huge proportions in recent years, 


said 


the American Watch Association 
last month in announcing 


| stepped-up efforts to combat this 
illegal activity. 


Linde Synthetic Emeralds are avail- | 
able at these quality manufacturers. | 
J.C. Abercauph - Raymond Abrahams 


- Baden & Foss - Ball Co. - Belenky - 
J. L. Brandt Emil Braude & Co. 

Bridal Ring Co. 
Church - Feature Ring Co. 
J. & H. Flyer - Martin Flyer’s 
Co. 
Glenn-Barry - 
Ring - Hirsch & Oppenheimer - 
Co. - Morris Kaplan & Sons - 
& Bleicher - 
Gem Co. + Knight Manufacturing Co. - 
Henry Mayer - 
- K. Polishook - Regent Lapidary Co. 

Ring Specialty + Morris Rubin - 
Sarkin - Barnett Schorr + Fred Seltzer - 
Star Ring - B. Tannenbaum - Leon 
Turkus - Ullenberg, Inc. - Victor Corp. 


Goodman & Co. - 
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Mercury Ring - Padler | 


The AWA has retained the firm 
of Duncan, Offutt and McLoone, 
specialists in detecting contra- 
band merchandise, as part of an 


intensive drive to curtail smug- 


gling. 
The AWA noted that the U. S 


| Tariff Commission, in a recent re- 
| port to President Kennedy, 
|_ these comments on smuggling: 


made 


“When the higher rates of duty 


| went into effect in 1954, the incen- 
| tive to 


smuggle watch movements 
increased, especially for the 
smaller sizes containing 17 jewels. 
No official estimates of the extent 
of smuggling are available, but 
various persons in the trade esti- 
mate it ranges from one-half mil- 
lion to more than three million 
units a year.” 

The Commission also reported 
that watch smuggling has reached 
such large proportions as to “pose 
a serious problem not only for the 
Federal authorities charged with 
stamping out smuggling but also 
for all legitimate interests in the 
watch trade.” 


The principal officers in the firm 
of Duncan, Offutt and McLoone 
have a combined experience of 
more than a century in the Cus- 
toms Bureau of the United States. 
The Association termed them 
“well equipped” to take effective 
action against these illegal op- 
erations. 

Duncan, who served for 35 years 
in the Enforcement Division of 
the Customs Bureau in New York 
City and headed a special customs 
racket squad, has for many years 
dealt exclusively with the problem 
of contraband watch imports. 

Offutt was a customs agent for 
32 years before retiring, while 
McLoone served as an appraiser 
in the Customs Bureau for 40 
years. 


Swiss Cooperating 

In announcing the Association’s 
expanded drive against smuggling, 
Jean R. Graef, AWA pwresident, 
said: 

“It is anticipated that the reten- 
tion of these skilled investigators, 
with long years of government 
service, will result in numerous 
leads and considerable evidence to 
assist the Treasury Department in 
its enforcement efforts. I would 
like to emphasize that the Amer- 
ican Watch Association’s cam- 
paign to stamp out smuggling is 
receiving the close cooperation 
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Byard Brogan + | Hee 
- Felger + | 

Viroy | 
- Harold Freeman - Glaser Company | 
Hart | 
Irvring | 
Karlan | 
Kaspar & Esh - Kimberly | 
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SILV ERSMITH SALUTES WHOLESALER: Oneida ‘Siivecanithe presented a 
commemorative tray to A. Cohen & Sons Corp. in honor of the wholesale jew- 
elry firm’s 50th anniversary. The specially engraved tray was presented dur- 
ing the August convention and trade show of the Retail Jewelers of America. 
From left are: Samuel Cohen; Dudley Sanderson; Hyman J. Cohen; Peter T. 
Noyes, president of Oneida; Melvin S. Cohen, president of A. Cohen & Sons; 


and Richard Bloom. 
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AUCTION AND 
PROMOTIONAL 

SALES SPECIALISTS 


. BRILL & COLMES HAVE AN 
OUTSTANDING RECORD OF 
SUCCESS 

For 36 years, we have charted the 
right course for jewelers through- 


out the U. S. and Canada. 


. BRILL & COLMES HAVE CON- 
DUCTED MORE SALES THAN 
ANY OTHER SALES ORGANIZA- 
TION! 

During the past 36 years, we have 
helped thousands of jewelers raise 
cash through stock liquidation, flat 
or auction sales, going-out-of-business 
sales, etc. This vast experience is 
available to you! 


. BRILL & COLMES WILL NOT 
UNDERTAKE A SALE UNLESS 
PRELIMINARY ANALYSIS _INDI- 
CATES SUCCESS! 

After we study your problem (with- 
out obligation to you) we will tell 
you what results you can expect. 
We never promise anything we can- 
not accomplish. Our records prove 
that in many cases the results were 
far better than were anticipated! 


. BRILL & COLMES GIVE ALL 
SALES PERSONAL SUPERVISION 


Whether your business is large or 
small, Robert Brill and Louis Colmes 
will give your sale the attention it 
requires to be successful. Our per- 
sonnel are well-trained and have been 
with us for years! 


of the Swiss watch industry and 
the Swiss government, and there 
is reason to hope that within the 
near future a substantial improve- 
ment can be made in bringing this 
disgraceful practice under con- 
trol.” 


AWI’S advice to trade: 
look ahead to March 


Watchmakers and jewelers: con- 
centrate on the busy Christmas 
season just ahead, but start plan- 
ning now for the slack period to 
follow. 

That’s the advice of the Ameri- 
can Watchmakers Institute—which 
is already busy preparing for the 
nationwide promotion of Watch 
Inspection Month next March. 

Richard A. Robbins of Conklin, 
N. Y., has been re - appointed 
general chairman of the WIM 
Committee. 

It’s not too early to begin think- 
ing about the 1962 program, 
Robbins said. The theme will again 
be “Take Good Care of Your Qual- 
ity Watch.” 

March is ideal timing for such 
a promotion, the AWI points out, 
because it Is aimed at bringing 
in customers when business is slack 
—midway between the Christmas 
season and the June wedding and 
graduation business. 

March, 1962, is also the month 
of AWI’s first national convention 
since the organization was formed. 
The convention will be held Mar. 
10-13 at the Hotel Commodore in 


New York, concurrently with the 
AWI’s first Watchmakers'§ and 
Mechanical Instrument Congress. 

Technical sessions at the Congress 
have been scheduled as follows: 

Mar. 10: Timing Instrumenta- 
tion, covering  electromechanical 
timing devices, electronic stand- 
ards, design, maintenance and 
service techniques, electronic and 
electric watches, timing and missile 
program and tooling and equip- 
ment. 

Mar. 1i: Micromechanisms, in- 
cluding micromechanisms and the 
watch industry, miniature relays 
and converters, research and de- 
velopment, nuclear requirements, 
complicated timepieces and per- 
sonnel training and problems. 

Mar. 12: Microminiaturization, 
dealing with military requirements, 
printed circuits, test and evalua- 
tion devices, electromechanical de- 
sign limitations, prototypes and 
lab models, micromanipulators and 
optical tools. 

The AWI has recommended to 
members a “quality” technician’s 
jacket made by Universal Uniform 
Co., 91-70 111 St., Richmond Hill 
18, N. Y. 

The jacket is available in tan, 
grey and black in a nylon and 
rayon tropical weave. It is made 
in three-button, three-pocket style 
in sizes 34 to 48, regular, short, 
long and stout. Dry cleaning is 
suggested to preserve its life. 

Orders should be sent directly 
to the uniform firm, with payment 
of $19.75 included with the order. 





—_—_—_- 


If you prefer to sell your 


store—Brill & Colmes will 
give you top dollar! 


Write * Wire * Phone Collect 
No Obligation 


BRILL & COLMES |. 4, 


and Associates, Inc. “ON CAMERA” AT TIFFANY’S: Tiffany & Co.’s window display for three 

Sinn init Galen Micelle, weeks in August employed Kodak cameras and small-scale marionettes to 

present jewelry and glassware. Here are two of the five window displays cre- 

45 ih ama as pitas 36 JU 6-2334 ated by Gene Moore for Tiffany’s. Moore reports that the display on the right 
prembers Jowsters Doard of Tease led to the sale of the $81,000 diamond clip shown there. 





In Strict Confidence 
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General Plate 
Gold Filled Product 


PROBLEM: 


“After annealing, we get a color difference in our Gold Filled 
material. What’s causing it?” 











SOLUTION: Ca// M&C/ 








A call was made and an M & C metallurgist promptly went to 
the customer’s plant. The Gold Filled samples showing the 
condition were examined and the operations involved were 
Metals & Contro/s supports the Gold carefully studied. Our metallurgist discovered that the color 
Filled Manufacturers Association and difference was caused by an oxide resulting from uneven 
cooling in the air-cooled chamber of the customer’s annealing 
furnace. He recommended a relatively simple conversion to 
a water-cooled chamber. Customer acted on the recom- 
mendation and the discoloration problem was solved. 


its promotional programs. 





METALS & CONTROLS INC. M &C know-how in areas such as this is one of the extras 
ATTLEBORO, MASSACHUSETTS, U.S.A you get when you purchase General Plate products. Call in 
A. 2 OS + OWENS vO VE Stes. . O;F your M &C representative next time you have a problem. 


TEXAS Jen INSTRUMENTS 


isa Cc OF PP Oe 8 a oe 





GENERAL PLATE PRODUCTS 
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New Revised Edition 


% 


WA RRNA RORRE 


+4 ‘yy. 

"nt ‘ n 
Lunmht 
LRUREREE 


By Henry B. Fried. New material 
makes this best selling manual 
more timely than ever, in its new 
edition. Information includes 
latest advances in watchmaking 
since Original publication in 1949: 
full descriptions of the main units 
of the self-winding and water- 
proof watches; complete direc- 
tions for cleaning and overhaul- 
ing watch movements. Special 
sections are devoted to general 
repairs; trouble-shooting; and fine 
labeled drawings of movements 
in chronographs, and self-wind- 
ing, alarm wrist, and calendar 
watches. Outstanding for its pre- 
sentation and many illustrations 
— including four enlarged color 
views of watches — this is the 
practical, working guide to watch 
repairs. 310 pp. $6.95 


by John J. Bowman 
and R. Allen Hardy... 


THE JEWELRY ENGRAVER‘S 
MANUAL 143 pp. $4.25 


by R. Allen Hardy 


and John J. Bowman... 


THE JEWELRY REPAIR MANUAL 
160 pp. $4.85 


by W. J. Gazeley... 


WATCH AND CLOCK MAKING 
AND REPAIRING 420 pp. $10.00 


CLOCK AND WATCH ESCAPE- 
MENTS 294 pp. $7.50 


All books are fully illustrated. 


Order through your bookstore, 
jewelry supply store, or from 


D. VAN NOSTRAND COMPANY, INC. 
120 Alexander St., Princeton, N. J. 






































Texas jeweler goes to court to argue 
his right to make tax-free award sales 


A law suit which could have 
great bearing on the right of any 
retail jeweler to make tax-free Gell- 
man-type sales was argued recently 
in Texas. 

There had been no decision in the 
case by the time this issue went to 
press. 

Sol Laufman, of Houston, brought 
the action in Federal District Court 
to recover $20,478.49 in excise taxes 
from the Internal Revenue Divi- 
sion of the U. S. Treasury Depart- 
ment. 

In his petition, he said that in 
1953, 1954, 1955 and 1956 he sold 
watches to the Humble Oil & Re- 
fining Co. That company, he said, 
gave the watches to its employees 
as rewards for loyalty and upon re- 
tirement; therefore the transac- 
tions were of the Gellman-type and 
should have been tax-exempt. 

On Feb. 1, 1957, Laufman asked 
Internal Revenue to refund the 

20,478.49, which was the sum of 
the excise taxes which had been col- 
lected on watch sales to Humble. 
Internal Revenue refused to refund 
the taxes. Therefore, Laufman 
went to court. 

The case went to trial, at Hous- 
ton, on July 17, 1961. The trial 
lasted one day. 

Laufman maintained that he sold 
the watches in wholesale quantities 
and wholesale prices, through the 
National Jewelry Co., which is one 
of two firms he owns. 

Government attorneys, however, 
pointed out that Laufman billed 
Humble on stationery from Lauf- 
man’s, his other firm, which has 
three installment credit jewelry 
stores in Houston. National Jewel- 
ry Co., the Government lawyers de- 
clared, was incorporated for the 
sole purpose of buying jewelry at 
wholesale. 

At this point, and in briefs sub- 
sequently filed, Laufman broadened 
his argument. The real issue, he 
said in effect, is the purpose for 
which the watches were bought. 
Clearly, they were distributed as 
incentive and _ length-of- service 
awards. Accordingly, they are not 
taxable as retail sales. The prin- 


ciple of tax-exemption is unaltered 
whether the vendor was National 
Jewelry Co., a wholesaler, or Lauf- 
man’s, a retail establishment. 

The latest briefs were filed on 
Sept. 1 by U. S. attorneys and Lauf- 
man’s lawyer, Frank L. Heard. 
They now await a decision by Fed- 
eral District Judge Joe Ingraham. 

Counsel for the Retail Jewelers 
of America, Inc., and for the Jewel- 
ry Industry Tax Committee, for- 
lowed the case, and consulted with 
Laufman’s attorneys. 

Good news for retail jewelers 
could result from this case. It will 
be good with the following ifs: 

If the judge declares that Lauf- 
man is entitled to a tax refund, 
even though Humble was billed on 
the stationery of a retail jewelry 
store. 

And if Internal Revenue accepts 
the principle that all Gellman-type 
sales are tax-exempt, whether they 
are made by a wholesaler or a re- 
tailer. 


New black Star added 
to Linde Stars family 
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NOW, A BLACK STAR: Latest addi- 
tion to the family of Linde Stars is 
a black one, as in this women’s ring. 


Achieving the proper color den- 
sity was one of the more difficult 
problems faced by the makers of 
Linde Stars when they set out to 
produce a black star to add to their 
line. 

After several months of develop- 
ment, however, a black star with 
a hardness and resistence to chip- 
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ping equal to that of other Linde 
Stars has been produced and placed 
on the market, Linde announced 
last month. 

It is available in the usual milli- 
meter sizes, both round and oval, 
the company said. Prices are the 
same as for the Linde red, blue and 
white stars. 

At one stage in its development 
a black was grown that had the 
proper strength characteristics, 
but the star was too white, Pete 
Brown, sales manager, said. 

That formula was rejected, and 
the present version—with a uni- 
form color and a clear, sharp star 
— was later developed, he ex- 


plained. 


Hamilton buys assets 


of Virgin Islands firm 


Hamilton Watch Co. has acquired 
the Standard Time Corp., St. Croix, 
Virgin Islands. 

Arthur B. Sinkler, Hamilton 
president, said the acquisition will 
permit Hamilton to enter the “in- 
creasing market for inexpensive 
private brand merchandise in the 
U. S.,”" a market Hamilton has 
never entered previously. 

(In a 1961 report to President 
Kennedy the Tariff Commission 
noted that the production of watch 
movements in the Virgin Islands, 
almost wholly from imported parts, 
is a recent development. German, 
French and Japanese manufactur- 
ers supply watch parts, which are 
assembled into completed move- 
ments by two concerns in the Vir- 
gins Islands, and then shipped to 
the U. S. duty free, if certain con- 
ditions are met.) 

Sinkler said Standard Time Corp., 
which is headed by Paul D. New- 
land, newly-appointed president, 
will be operated as a subsidiary 
separate from Hamilton operations 
and distribution. 


Swiss, French assist 
Indian clock factory 


Dr. Henry A. Favre, managing 
director of Favre-Leuba of Switzer- 
land, recently laid the foundation 
of a new alarm clock factory in 
Hyderabad, India. The Swiss watch 
firm and a French company, Jaz, 
backed the project, with the partici- 
pation of Indian capital. 
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Zale’s makes bid for 
Philadelphia jewelry 


Zale Jewelry Co., seeking to make 
its first entry into Pennsylvania, 
has offered to buy the stock of 
Bailey, Banks & Biddle Co., 129- 
year-old Philadelphia jewelry firm. 

Zale’s offer of $100 a share for 
preferred stock and $10 a share for 
common stock is contingent on ac- 
ceptance by holders of all the com- 
mon and 95 per cent of the pre- 
ferred. 

The Dallas-based chain said a 
majority of the stockholders, in 
Bailey, Banks & Biddle had accept- 
ed the offer by mid-September. All! 
of the firm’s stock is held by about 
60 persons. 

The transaction would involve a 
total of $622,400 if all holders of 
the 3000 shares of common and 
5924 shares of preferred accept the 
offer. 

Bailey, Banks & Biddle would be- 
come the 27th store in Zale’s Fine 
Jewelers Guild division and the 
largest unit of the chain’s more 
than 200 stores. 

The Philadelphia firm is the ex- 


clusive producer of the Congres- 
sional Medals of Honor and other 
medals. It supplies rings for grad- 
uates of West Point and Annapolis. 


MJ & SA urges removal 
of foreign import bars 


A plea for the removal of import 
restrictions placed on American 
jewelry products by Japan, Finland, 
Israel and New Zealand has been 
made to the Committee for Reci- 
procity Information, Washington, 
on behalf of the domestic jewelry 
manufacturing industry. 

The request was made by the 
Manufacturing Jewelers and Silver- 











ATTENTION 


Guertin Brothers of Hyannis, Mass., 
originators and owners of the trade- 
mark ‘‘Mother’s Ring’’ (Trademark 
No. 681,459, registered July 7, 1959) 
call to attention of the jewelry trade 
that the use of the heading ‘‘RINGS, 
Mother,”’ with the listing thereunder, 
on page 292 of the 1961 Jewelers’ 
Circular-Keystone Directory Issue is 
not to be construed as a use of or 
authority for the use of its Regis- 
tered Trademark; and that violators 
of its said trade mark will be prose- 
cuted diligently. 











account. 


22 W. 48th St. 





WANTED! 


Experienced Diamond Salesman 
Colorado to the Pacific Coast 


We are looking for a representative who 
commands a definite following to call on 


our customers and his own friends. 


Wonderful opportunity for the right 


man to earn big money. Liberal drawing 


H. Hamburger Co., Inc. 


New York 36, N. Y. 


PL 7-8790 











BIG 
CHRISTMAS 


.. is right around the corner. 
Now’s the time to stock up, pre- 
pare for big sales. Check the ads 
in every issue of JC-K carefully. 
You'll spot new, fast-selling lines 
that are making profits for jewel- 
ers right now. Get your share of 
these profits. Also, check the ads 
and source-of-supply listings in 
the 1961 JEWELERS’ DIRECTORY 
ISSUE. In this one volume is the 
most complete display of where- 
to-buy-it data available to the 


jewelry industry. 


It’s in 
the 
JC-E Directory issue 

















FINE BAVARIAN CHINA 


For folders showing the many 
beautiful patterns available, write to: 


FONDEVILLE ¢ 149 Fifth Ave., N.Y.C. 10 
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WYLER EXECUTIVES IN SWITZERLAND: Meeting with key personnel at 
the Wyler Watch Ltd. factory in Bienne, Switzerland are Paul Wyler, third 
from right, president, and Jack McCready, third from left, vice-president and 
sales manager. The two conferred with the Swiss executives on the 1962 line. 


smiths of America Inc., prepara- 
tory to new talks the committee is 
to have this fall with six countries, 
relative to import restrictions im- 
posed for balance of payments rea- 
sons. 

Norway and Sweden were not 
mentioned in the association’s brief 
since they do not impose unduly re- 
strictive import regulations on 
jewelry. 


Consider Inequities 


The association, however, em- 
phatically requested that “the 
gross inequities between the treat- 
ment afforded foreign jewelry 
products by the United States and 
that afforded U. S. products in 
Finland, Israel, Japan and New 
Zealand” be carefully considered in 
the forthcoming discussions. 

Basing the comparison on a piece 
of jewelry valued at $1, the brief 
showed that U. S. tariffs would im- 
pose a charge of 71¢ on imitation 
jewelry and 43¢ on precious metal 
jewelry. 

The same piece entering Israel 
would be subject to a charge of 
$5.82 for imitation and $1.24 for 
precious metal; Finland would 
charge $2.53 for imitation and 
$2.59 for precious metal; Japan 
would charge $1.05 for imitation 
and $1.31 for precious metal, and 
New Zealand $1.13 for each. 

After listing the restrictions im- 
posed by the four countries, the 
brief contended the examples of 
discrimination against American 


jewelry products represent the 
rule rather than the exception, 
even in this period of reputed re- 
laxation of import controls. The 
so-called “balance of payment” re- 
strictions, the Association as- 
serted, currently represent open 
and flagrant protection of com- 
peting industry contrary to the 
basic principles of GATT (General 
Agreement on Tariffs and Trade). 

Citing a 43 per cent increase in 
imports of Japanese low and medi- 
um-priced jewelry into the U. S. 
last year, the association held that 
“these facts, coupled with the im- 
posing list of jewelry import re- 
strictions maintained by Japan, 
present a picture of the dramatic 
failure of the principle of reciproc- 
ity on a scale that substantially 
affects the American jewelry in- 
dustry.”’ 


Oklahoma RJA re-elects 
Miller, hires secretary 


More than 400 jewelers from a 
four-state area attended the 55th 
Oklahoma Jewelry and Gift Show 
in Tulsa Aug. 5-6. 

More than 50 firms exhibited on 
three floors of the Mayo Hotel for 
jewelers from Kansas, Missouri, 
Arkansas and Oklahoma. 

Paul Miller, owner of Frye’s 
Jewelry in Chickasha, and John 
Denbo, owner of Denbo’s Jewelers 
in Claremore, were re-elected pres- 
ident and secretary-treasurer, re- 
spectively, of the Oklahoma Retail 
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Jewelers Association, sponsors of 
the show. 

Four regional vice - presidents 
named were: Ernest Moody, Tulsa, 
northeast; Thelma Zellers, Guy- 
mon, northwest; Fred Melton, 
Lawton, southwest; and H. E. 
Hutcheson, Wewoka, southeast. 

Ken Miller of Tulsa, who has 
assisted the association in staging 
the annual show in the past, was 
employed as executive secretary. 

After a survey of exhibitors 
showed a preference for the present 
site of the show, the organization 
voted to hold its third consecutive 
meeting in Tulsa next year July 
28-29. 

Gale Johnson, a member of the 
Gemological Institute of America 
faculty, was guest speaker at a 
jeweler-exhibitor breakfast Aug. 6. 
He spoke on the “Forgotten Factor 
in Diamond Evaluation.” 

The program booklet which the 
association prepared for the show 
included a table of items covered 
by the Federal excise tax, reprinted 
from the April 1961 issue of 
JEWELERS CIRCULAR KEYSTONE. 

The Oklahoma RJA lays claim 
to being the oldest retail trade 
association in the southwest. It 
traces its beginning to a group 
organized in 1906 to combat un- 
scrupulous “jewelry drummers” 
traveling through Indian Territory 
trading worthless trinkets to In- 
dians for valuable hand - made 
jewelry. 


Montana jewelers elect 


Roush for second term 


The Retail Jewelers of Montana, 
meeting at their annual convention 
in Billings Aug. 19-20, re-elected 
Ken Roush of Cut Bank as pres- 
ident. 

Also re-elected were Babe Stoner, 
Helena, first vice-president, and 
Earl O’Neil, Great Falls, secretary- 
treasurer, Wally Montague, Bill- 
ings, was named _ second  vice- 
president. 

Elected as_ district presidents 
were: John Kamela, Malta, eastern; 
W. H. Barnes, Great Falls, north- 
ern; Jack Robb, Livingston, south- 
ern; and Bob Engaborg, Deer 
Lodge, western. 

The organization selected East 
Glacier as the site for the 1962 
convention scheduled for Aug. 24- 
25. 
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Zale Co. announces new 
executive appointments 


Several executive appointments 
and promotions have been an- 
nounced for Zale Jewelry Co. 

Its rapid expansion during the 
past five years to its present size 
of 205 units required the addition 
of several new officers and execu- 
tives, reported President Ben A. 
Lipshy. He said the increase “has 
taxed our facilities and manpower 
to a point where additional internal 
leadership is required for a more 
secure and sound operation.” 

New officers in the Dallas office 
include Marvin Rubin, vice-presi- 
dent for marketing; Leo Fields, 
vice-president of the company’s 
Fine Jewelers Guild division; Don- 
ald Zale, assistant treasurer and 


D. Zale 


Hochstim 


comptroller; Theodore Hochstim, 
vice-president and counsel. 

Two new assistant vice-presidents 
were named to head Zale’s New 
York office, Marvin Zale and Joseph 
Slovak. 

Also assigned additional respon- 
sibilities in the Dallas executive 
office were James L. Wilson, vice- 
president and supervisor of udver- 
tising; Fred Greene, financial and 
public relations supervisor; Frank 
Lindley, leased department super- 
visor, and J. M. Whitworth, con- 
struction and maintenance super- 
visor. 

Vice-President Melvin Berns will 
be in charge of the Western di- 
vision, and Vice-President Sidney 
Lipshy of the Eastern division. 








ized sterling 

silver novel- 

ties offer every 

retailer 1001 op- 
portunities for 

more gift sales. The 

wide variety and top 
quality of these items 
have proven themselves 
with hundreds of jewel- 
ers, at store counters 
throughout the country. 


1001 

STERLING 
SILVER 

GIFT [TEMS 
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LEONORE DOSKOW INC.* 


SILVERSMITH 
SE, NEW YORK 





IME FOR INCREASED SALES AND BIGGER CASH PROFITS fm 


Deal Direet!—Save! Get very best diamond values! 
Rough stones cut in our own modern plant. Supplied 
direct to you in fine mountings, in best selling styles 
No piled-up ‘‘mark-ups"’ to inflate your price, lower 
your profits. Finest service, effective selling aids 
Every item Fully Guaranteed. Memo selections to 
well rated firms. Write for big FREE Catalog plus 
details of our unusual offer, or phone PL 7-1236. 


GLEAMLIGHT, 71 W. 47th St., Dept. K, New York 

















JEWELITE 
Watch Straps of Distinction 
FINEST QUALITY 
% ATTRACTIVELY PACKAGED * 
LOW, LOW PRICES * 
WATCH FOBS, MISSILE STRAPS 
SOLID LUG STRAPS 
Write for Complete Catalog 
802 Sansom St., Phila., Pa., WA 2-3037 
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. . « might be a hot 
Mother seller for you at 
Christmastime. Get in 
of touer with any 


one of the many 
Doanl suppliers listed on 
page 212 of the 1961 
JEWELERS’ 
Jewelry DIRECTORY ISSUE. 
Start the ball roll- 


ing now—open the 
Directory Issue 

to page 212. 

It's in 


The JC-K Directory Issue 
Use It! 
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the 1474 patterns shown 
in the JC-K STERLING 
FLATWARE PATTERN 
INDEX are worth 1,474,000 
words of practical 
sales-making value! 


No other book tells as much (all you need to know) as this 
illustrated encylopedia of all sterling flatware patterns. The 
current Sterling Flatware Pattern Index contains 1474 ac- 
tual-size illustrations of active, inactive and obsolete pat- 
terns made by manufacturers in this country. 


Easy-to-use, this exclusive reference book has a complete ; SreRiing Puatware 
index which lists: Parrenn bvoex 


@ the manufacturer’s name 

@ the pattern name 

@ the current status of every pattern 
@ the company trademarks 


The current Sterling Flatware Pattern Index is handsomely : 

printed on durable, heavy coated stock. It is conveniently 
furnished in loose-leaf form. Revision sheets are made avail- 
able every few years so you can keep the book up-to-date. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
Chestnut and 56th Sts., Philadelphia 39, Penna. 


3 
4 
r 
' 
‘ 
: 
This book is a “must” for every—Jewelry store, Antique : Enter our order for a copy of THE STERLING FLAT- 
WARE PATTERN INDEX. 
shop, Department store, Collec- - 
tor, Mail order house, Flatware ‘ [] With Binder $27.50 [] Without Binder $17.50 
manufacturer : (] Revision sheets only $7.95 
2 
Order your copy today! It’s wonderful to see so many - Check or Money Order for $ 
people congregate around you when they know you have : 
' 
ri 
' 
' 
. 


so much information at your fingertips. 


FOR THOSE WHO ARE ALREADY USING THE INDEX THE 
1961 REVISION SHEETS WILL BE SUPPLIED AT $7.95 
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Elgin will franchise 
parts distributors 


A limited number of dealers in 
each market area will be franchised 
as distributors of Elgin replace- 
ment parts, Elgin National Watch 
Co. announced in August. 

The new policy by the company’s 
trade materials division is designed 
“to aid both distributors and the 
watchmaker,” Donald Leverenz, 
supervisor of the division, said. 

“By helping the _ distributor 
maintain adequate Elgin parts in- 
ventories, generally comparable 
with other lines stocked,” Leverenz 
added, “the new franchise policy 
places the distributor in a better 
position to serve his market area.” 


Hamilton teams use TV 
to demonstate new 505 


Closed circuit television was used 
in a series of programs conducted 
by the Hamilton Watch Co. to in- 
troduce its new 505 electric watch. 
The programs were shown to jew- 
elers and watchmakers in 19 cities 
across the country. 

Four three-man teams’ from 
Hamilton’s top management con- 
ducted closed circuit programs 
utilizing local volunteers from the 
audience. With the guidance of a 
factory technician a local watch- 
maker disassembled the watch un- 
der a close-up TV camera while the 


ASSEMBLING THE 505: Frank Cal- 
acino, Naylor Jewelers, Washington, 
D. C. puts together the new Hamil- 
ton 505 electric wrist watch with the 
guidance of Dr. John Van Horn, Ham- 
ilton’s director of research. The TV 
camera brought the details to the 
other jewelers and watchmakers at 
the meeting. 
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audience observed the part-by-part 
procedure on TV_ sets. placed 
throughout the room. 

A surprise occurred when a vol- 
unteer without watchmaking ex- 
perience was guided through a suc- 
cessful reassembly for the audience. 
Hamilton officials stressed that this 
method was used only for demon- 
stration, and that the watch is not 
a “do-it-yourself” product. 


Baumgold named head 


at Federation outing 


Joseph Baumgold of Baumgold 
Bros. was named chairman of the 
1961-62 campaign of the jewelry 
committee of the Federation of 
Jewish Philanthropies of New York 
at the committee’s annual summer 
outing. 

More than 50 members and 
guests of the committee attended 
the outing at the Century Country 
Club in White Plains, N. Y. 

The committee also announced 
that Stephan W. Hofman will be 
guest of honor at the jewelry divi- 
sion’s Nov. 16 testimonial dinner at 
the Essex House. 

This year’s campaign will be con- 
ducted in the memory of Col. Harry 
D. Henshel, “an inspiring leader, 
devoted humanitarian and our dear 
friend,” said Norman M. Morris, of 
Norman M. Morris Associates, who 
led the business meetings. 

Colonel Henshel, vice-chairman 
of the Bulova Watch Co., died May 
15. He had long been active in phil- 
anthropic activities. 

Main speaker at the summer out- 
ing was Lawrence A. Wien, Federa- 
tion president. 


Bulova college aid goes 
to employees’ children 


Twenty-seven offspring of Bul- 
ova Watch Co. employees received 
college scholarships from the firm 
worth more than $16,000 last 
month. 

Privately endowed colleges or 
universities attended by the win- 
ners also received Bulova grants. 
Since 1953, more than $310,054 in 
scholarships and grants have been 
awarded under the program. 

Winners are selected by an in- 
dependent vocational counseling or- 
ganization. The students receive a 
stipulated amount each year. 





“IN-STOCK” SERVICE ON 
MILITARY RINGS 


THE MOST COMPLETE ASSORTMENT 
FOR EVERY BRANCH 

Heavy weight rings. Official in- 
signia boldly carved on shank. 
Brilliantly faceted center stone. 
Regular and massive men’s 
sizes; and ladies’ sizes, 14K. 
Most popular sizes “in stock’’: 
Men’s 10%, Ladies’ 6. 


NO INVESTMENT—Just send 
for free color illustrated price 
card, C10M. 
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AND CREST COMPANY 
+ 236 BROADWAY. CAMBRIDGE 39. MASS 





DIAMONDS 


Lowest Direct from Hoe 
Wholesale 
Prices 
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WRITE AIRMAIL FOR PRICE LIST 


JOACHIM GOLDENSTEIN 
Diamond Club, Antwerp, Belgium 
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WHAT'S BEHIND THE WALLACE 


SILVER SALES BOOM? Pd 
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Pre-formed 


JEWEL BOWS 


by 


t Ready to L se 
e With stick-on tabs 


e Color matched to 
Satintone’ Ribbons 


These perky Jewel Bows of 
lustrous rayon Satintone will 
delight your customers and 
give your store gift packages 
style and beauty. 


fe, 


Chicago Printed String Co. 
World's Largest Supplier of 
Quality Gift Wrappings 
2300 Logan Blivd., Chicago 47, Ill. 





LAST CALL FOR 


Stock GIFT 
BOXES 


Delay no longer! Anticipate your holiday season 
needs NOW, and place your order. Consult your 
PICTORIAL GIFT BOX CATALOG. Lists hundreds 
of gift boxes and jewelry boxes, all sizes and 
shapes. Features 28 low cost box assortments... 
set up and folding boxes for every need. Prompt 
shipment from stock. If you don’t have a PIC- 
TORIAL BOX CATALOG, write for yours today. 
COMPLETE STOCK—FOR IMMEDIATE SHIPMENT. 
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)- 


Pos, 








PICTORIAL 


PAPER PACKAGE CORPORATION 
232 S. LAKE ST. AURORA, ILL. 











Proposed rules for watch band industry 
to be aired at FIC hearing this month 


The metallic watch band indus- 
try may soon join the ranks of 
other industries bound by trade 
practice rules established by the 
Federal Trade Commission. 

The FTC has published a pro- 
posed set of rules to be followed 
by manufacturers, assemblers, im- 
porters and marketers of detach- 
able metallic bands. 

Any interested parties may pre- 
sent their views and suggestions 
on the new rules to the Commis- 
sion at a hearing in New York 
Oct. 4. Opinions may be submitted 
in writing no later than that date, 
or in person at the time of the 
hearing, 10 a.m., at the Biltmore 
Hotel. 

The FTC will take final action 
on the proposed rules after con- 
sidering all views presented. A 
general trade practice conference 
for the industry was held earlier. 

The Commission said the rules 
were proposed following requests 
from industry associations. Their 
purpose is to maintain “fair com- 
petitive conditions in the indus- 
5 Std 

The proposed rules apply only to 
detachable metallic watch bands. 
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Bands permanently attached to 
wrist watches, by soldering or 
otherwise, are considered subject 
to the Commission’s trade practice 
rules for the watch case industry. 

Here is a summary of the 12 
rules proposed by the FTC: 

Rule 1—Deception (General )— 
Do not attempt to deceive pur- 
chasers or prospective customers 
in any respect. This rule is ap- 
plicable to all forms of advertis- 
ing and the marking or labeling of 
products and their containers or 
display cards. 

Rule 2—Deception as to Metallic 
Content—Do not misrepresent the 
“kind, quantity, quality, fineness, 
thickness or manner of applica- 
tion” of any metal or metal alloy 
used. 

This rule defines the specific cir- 
cumstances and manner in which 
such words as “gold,” “karat,” 
“carat,” “silver,” “solid silver,”’ 
“sterling,” “sterling silver,” “coin” 
and others may be used as mark- 
ings or descriptions, either alone 
or 1n conjunction with such words 
as “plated,” “filled,” “overlay” and 
“electroplate.” 

For example, a product marked 


9° <é6é 
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RECORD WATCH SHIPMENT: Jay Cohen, center, vice-president of Gordon’s 
Jewelers, receives part of a $1 million shipment of Gruen watches from Eastern 
Air Lines Flight Captain Lenox Hodge. The shipment was the largest single 
delivery of watches the 1060-store retail chain has ever received from one 
manufacturer—and the largest shipment Gruen Watch Co. has ever sent to a 
retailer. Watching the delivery in Houston are Irving Kathman, Gruen vice- 
president, at Cohen’s left, and Paul B. Koonce, far right, airport director. 
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or described as “silver plated” 
shall have on “all significant sur- 
faces ...a plating or coating of 
silver of a high degree of fineness, 
and... of substantial thickness.” 

This rule also deals specifically 
with the proper marking of expan- 
sion bands, pointing out that 
“from the standpoint of volume of 
sales, industry products of the ex- 
pansion type are of major impor- 
tance.” 

The final section of this rule 
covers the use of quality marks— 
their applicability and the use of 
different size letters or words in 
a marking. 

Rule 3—Misuse of 
Proof,” ‘“‘Non-Corrosive,” ‘“Corro- 
sion Resistant,” “Rust Proof,” 
“Rust Resistant,” etc.—Do not use 
absolute terms unless all parts of 
the product will be immune from 
rust and other forms of corrosion 
during its life expectancy. Do not 
use “resistant” unless all parts 
will not be subject to material 
damage by corrosion or rust dur- 
ing the “major portion” of the 
product’s life expectancy, under 
normal conditions. 

Rule 4—Deception as to Origin 
or Place of Manufacture—Do not 
fail to “adequately” disclose to 
consumers the foreign origin of a 
product or any of its parts. 

Rule 5—Misrepresentation as to 
Character of Business — Use the 
term “manufacturer” only when a 
factory making industry products 
is owned and operated, or directly 
controlled. 

Rule 6—Deceptive Pricing—Do 
not make any claims about pric- 
ing that would deceive consumers. 
Follow the FTC’s “Guides Against 
Deceptive Pricing,” adopted in 
1958, which supplement this rule. 

Rule 7—Deception as to Identity 
of Manufacturer or Seller—Do not 
use a name, trademark or slogan 
so similar to one used by another 
party that it would deceive con- 
sumers. 

Rule 8 — Misrepresenting Prod- 
ucts as Conforming to Standard— 
Do not say a product conforms to 
a recognized standard when it, in 
fact, does not. 

Rule 9—Guarantee Representa- 
tions in Advertising—Do not use 
the term “guaranteed” unless 
“clear and conspicuous disclosure’”’ 
is made of its nature and extent, 
any conditions or limitations im- 


“Corrosion 
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posed, the identity of the guaran- 
tor and the manner in which he 
will perform. 

Rule 10 — Prohibited Forms of 
Trade Restraints (Unlawful Price 
Fixing)—Do not engage in any 
manner in price fixing or other un- 
lawful restraint of trade. So called 
“fair trade” contracts under the 
McGuire Act are not inhibited by 
this rule. 

Rule 11 — Defamation of Com- 
petitors or False Disparagement 
of Their Products—Do not “knock” 
competitors by falsely accusing 
them of dishonorable conduct, in- 
ability to perform contracts, etc. 
Do not disparage either their prod- 
ucts or their business methods, 
prices, values, credit terms, pol- 
icies or services. 

Rule 12 — Prohibited Discrimi- 
nation—If engaged in interstate 
commerce, do not discriminate in 
price between different purchasers 
of similar goods. This rule does 
not prohibit: lower prices for non- 
profit customers buying for their 
own use; price differences because 
of differences in cost of manufac- 
ture, sale or delivery; selection of 
customers in bona fide transac- 
tions and not in restraint of trade; 
meeting the low price of a com- 
petitor; or changing prices as a 
result of changing market condi- 
tions. 


Prospectors will seek 
gems on ocean bottom 


Two prospectors will 


blue sea. 
Sam Collins and Emerson Kailey, 


of the Marine Diamond Corp., have | 
obtained a concession along a 180- | 
mile strip of African coast from the | 
They | 


South African government. 
plan to search the sea-bed at depths 


up to 100 feet from the low-water | 


mark, using a “vacuum cleaner’ 
principle to draw soil and—they 
hope—diamonds from the bottom 
to the ship’s deck to be sorted. 


Kailey speculated that the pres- | 
ent diamond deposits along the | 
South African coast could prove to | 


be only an outcrop of a vast under- 
sea field. 

Collins said the De Beers organi- 
zation was not a partner in the 
enterprise but was “cooperating 
closely at technical level.” 





soon be | 
searching for diamonds in the deep- | 
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SILVER SALES 











Style #G102E 
Style F102! 





Chrysanthemum by Tiffany 


Persian by Tiffany 


Lily by Whiting 
King by Gorham 


We pay highest prices for your 


e HOLLOWARE 
e FLATWEAR 


© ACTIVE AND INACTIVE 
PATTERNS 


Also same day service, too, on orders for 
obsolete or unusual silver patterns. We 
can match most patterns. 


Clear out your slow-moving overstock of 
silver patterns — send any amount, any 
pattern, used or new for immediate cash. 
Our check goes out to you, the same day 
we receive shipment. Your merchandise 
is untouched while you consider our offer. 


JEAN’S SILVERSMITHS. INC. 
16 West 45th St., New York 36, N.Y. 














EAST 


=» Paul Zwillinger, New York sales 
representative of American Time 
Products, Inc., described the firm’s 
newest timing and ultrasonic clean- 
ing machines at a Sept. 12 meeting 
of the Watchmakers Association of 
New Jersey in Irvington. Members 
of the association toured the Bulova 
Watch factory Sept. 27. Frank Rus- 
sell, Hamilton Watch Co., will be 
guest speaker at the Oct. 10 meeting. 
» Louis Farber, Farber Bros., was 
guest of honor Sept. 27 at a testi- 
monial dinner at the Hotel Delmonico 
in New York, sponsored by the silver- 
ware and allied industries division of 
the United Jewish Appeal of Greater 
New York. 

s A growing interest in “fabulous 
jewelry” led to the addition of a gem 
room at Marchal Jewelers’ shop at 
745 Fifth Ave., New York, according 
to Edgar M. Segal, executive vice- 
president of the firm. The recently- 
completed gem room increases show- 
room area by 50 per cent and pro- 
vides an additional three jewel box 
windows on Fifth Ave. 

»s L&C Mayers of Fifth Ave. opened 
a new store in Philadelphia Sept. 6 
at 1133 Chestnut St. Publicity fea- 
tured “low, low discount prices” on 
jewelry, furs, appliances, silverware, 
radios, TV sets, etc.; “three big floors 
of exciting values.” Regular 30-day 
charge, revolving credit and “instant 
eredit” for holders of credit cards 
were offered. 

as Louis Watch Co. has moved from 
580 Fifth Ave., New York, to newly- 
built quarters at Hicksville, L. I. The 
new building for the watch manufac- 
turing and importing firm contains 
41,000 square feet of office, plant, 
warehouse and showroom space on 
two levels. 

» Abraham Birnbaum, Birnbaum 
Auction Galleries, New York has been 
elected president of the Appraisers 
Association of America, an organiza- 
tion of professional appraisers in 
various fields, including diamonds and 
jewelry. Other officers elected are: 
Robert C. Nelson, Jr., vice-president; 
Roland Hartman, treasurer; Louis 
Leblang, membership secretary; Jules 
S. Schwimmer, recording secretary; 
and Sidney Rosenberg, executive sec- 
retary. 

x Charles Oddo is manager of the 
new Ward Robert Jewelry store which 
has opened in Port Jefferson, N. Y. 

» Samuel Gross has bought out the 
Lapwell Watch Case Co., 1 Plaza 
Road, Greenvale, N. Y. 

=» Bernard Landau, New York gem 
importer, left last month on a two- 
month trip to the European gem mar- 
kets. 


| 
ae wih 


=m Masaru Ibuka, president of the 
Sony Corp., Tokyo, arrived in New 
York Aug. 25 for conferences with 
officials of the firm’s U. S. sales and 
merchandising subsidiary. He was 
accompanied by Kazuo Iwama, a man- 
aging director. 

a Jerry Wilson of Wilson Leading 
Jewelers in Syracuse, N. Y., presented 
a diamond ring to the winner of this 
vear’s Miss Syracuse competition. 

» John and Janice Herbst have moved 
Herbst Jewelers in Erie, Pa., from 16 
E. 12th St. to the Erie Central Mall. 
» Rudolph’s Jewelers is moving its 
Jersey City, N. J., store from 16 
Journal Square to 40 Journal Square, 
where it will have 1800 square feet 
of sales space, and 1000 square feet 
upstairs for stockrooms and offices. 
a Wesley and Virginia Franklin have 
opened Franklin Jewelers at 827 W. 
Main St. in Lansdale, Pa. Franklin 
was formerly manager of Maris Jew- 
elers in Glenside, Pa. 

» May D. Haas, a saleswoman for S. 
Kind and Sons, Philadelphia jewelers, 
for 50 years until her retirement in 
1954, left a bequest of $1000 to the 
firm when she died July 28. 

» Joseph Garsson has succeeded Irv- 
ing Lustig as manager of Rudolph’s 
Jewelry at 3 N. Main St., Glovers- 
ville, N. Y. Garsson previously served 
as assistant manager of the Rudolph 
store in Binghamton, N. Y. 

» H. Goldberg Jeweler, a retail jew- 
elry store in Asbury Park, N. J., for 
26 years, went out of business Sept. 
1. The store’s last location was at 
214 Main St. 

» Richard P. Hartdegen, president of 
the House of Hartdegen, Newark, N. 
J., Jewelers, and a retired colonel! in 
the Army reserve, has been appointed 
coordinator of Civil Defense and Dis- 
aster Control for Essex County. 

» Charles E. Lape, general manager 
of William Wise and Son, Inc., Brook- 
lvn jewelers, offered a waterproof 
Rolex watch to a New York police- 
man whose watch, clothing and money 
were stolen while he was rescuing a 
man from the East River. 

» Hoffritz For Cutlery, Inc., has pur- 
chased Voss Cutlery Co. and will con- 
solidate the two firms, eliminating 
the Voss brand name from the mar- 
ket by the end of the year. Hoffritz 
is a subsidiary of Davidson Bros.., 
Inc., a department store chain. 

=» Glassware items such as punch sets 
and barware received the most atten- 
tion from buyers at the New York 
Gift Show in late August, it was re- 
ported. Most buyers were hopeful of 
a good fall and Christmas season. 

» A 1.5 million square-foot exhibition 
area is being constructed in Mont- 
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real, Canada, to provide a permanent 
display for Canadian and foreign 
manufacturers of jewelry, furniture, 
furnishings and other products. The 


NEW 


» Sol Sulka, who has operated Sul- 
ka’s Jewelry at 393 Main St. in Rock- 
land, Me., for many years, closed the 
business last month. Sulka will devote 
his time to a real estate business he 
operates in Portland, Me. 

» An addition to the C. R. Gibson 
Co. plant in Norwalk, Conn., will 
give the publishers of memory books 
and photo albums 50 per cent more 
space than present manufacturing 
facilities offer. The new addition, the 
third for the firm since it moved to 
Norwalk from New York in 1940, is 
scheduled for completion late this 
year. Gibson said the new space will 
enable it to meet “steadily increasing” 
demands for its wedding, baby record 
and memory books. 

a Gorham Corp. has been awarded a 
$400,000 contract from Westinghouse 
Electric Co. for production of the 
antenna feed array for a three-dimen- 
sional radar and data gathering sys- 
tem developed by Westinghouse. Gor- 
ham said its ability to offer engineer- 
ing, casting, machining, assembly and 
test facilities all at one location was 
a “major factor” in gaining the con- 
tract. 

a Walter I. Smith, watchmaker, has 
joined the staff of Town & Country 
Jewelry in the Economy shopping 
center, Woburn, Mass. 

» Early American wall accessories 
got a good response from buyers at 
two gift shows in Boston over Labor 
Day week end, Home Furnishings 
Daily reported. Activity at the Boston 
Gift Show and the Parker House Gift 
Show was described as varying from 
“very good” to “disappointing,” with 
most exhibitors terming the results 
as “average” or “fair.” 

a Elizabeth M. Ryder has purchased 
M. E. Lockwood and Co., a retail jew- 
elry store on Main St. in Great Bar- 
rington, Mass., from M. E. Lockwood 
and his wife. The firm will continue 
to operate, as it has for the past 15 
years, in affiliation with Michael’s, a 
retail jewelry chain with headquar- 
ters in New Haven, Conn. The store 
is now operated under the name of 
E. M. Ryder. 

» Florence Dorrety, who died July 
14, left her jewelry firm, Dorrety’s of 
Boston, to three employees, Thomas 
McGrath of Dorchester, Ethel J. 
Waldron of Attleboro and James Law- 
less of Cambridge. Miss Waldron has 
been associated with the store, lo- 
eated on Washington St., for more 
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project’s backers plan to bring “mass” 
buyers into Montreal by plane from 
the U. S. and Europe when the ex- 
hibit is fully operational. 


ENGLAND 


than 40 years. 

» Benjamin B. Cooper, president of 
Cooper Jewelry Co. of Hartford, 
Conn., has received a plaque from the 
Retail Jewelers of America in appre- 
ciation of his services as a member 
of the RJA Advisory Council from 
1958-1960. 

» The southeastern New England 
sales office has been judged tops 
among the offices of the L. G. Balfour 
Co. for the second consecutive year. 
Thomas Galvin heads the office. 

» Two jewelry industry executives 
are serving as officers of the Miriam 
Hospital in Providence. Isadore Pais- 
ner, secretary of Brier Manufactur- 
ing Co., is president of the hospital, 
and Paul Levinger, Speidel Corp. 
president, is first vice-president. 


Gorham Corp. markets 
flatware in stainless 


Gorham Corp. has entered the 
stainless steel flatware field with 
the introduction of two patterns 
in 18-8 stainless. 

The new designs are “Swallow” 
and “Colonial Tipt.”” The former, 
the company says, features an “in- 
cised motif” suggesting the “grace- 
ful sweep of birds through the 
dusk.” Satin and lustre finishes 
are contrasted on the handles. 

“Colonial Tipt” is “inspired by 
colonial tradition for modern din- 
ing,’ Gorham said. 

Both designs are available in 
a full range of place and serving 
pieces and in sets. 


Packaging firm bought 
by Utica manufacturers 


Mele Manufacturing Co., Inc., of 
Utica, N. Y., has purchased Far- 
rington Packaging Corp. of Need- 
ham Heights, Mass., from Farring- 
ton Manufacturing Co. Production 
facilities and personnel of the pack- 
aging firm are unchanged by the 
change of ownership. 


CA 


Gem of the ages 


Amber Specimen for Museums and 
Collectors. Widest and most un- 
usual color range and sizes. in- 
cluding those containing insects 
and plant formations, 


From $1.00 to $25,000. 
a] 
Exciting NEW 
AMBER 
NUGGET 
Necklace 
$39.95 Keystone 
Non Competitive 
Full Mark-up 


Famous AMBER Amber Breoches, Pen- 
GUILD Collection dants, Earrings, Neck- 
Available for Exhibi- laces, Bracelets, Rings, 
tion. Write for De- set in Gold Filled 
tails. FREEAD MATS and 14K Gold. 








AMBER GUILD LID. 


World’s Scurce for Genuine Amber 
AMBER MINES, INC., Subsidiary 


80-19 3lst AVENUE 
Jackson Heights 70, N. Y. 





there’s a little Scotch 
in all of us... 


. . we all want the 
very best for as little as 
possible. For only $8.70 
a month you can get a 
complete cash or credit 
window display kit over 
1700 jewelers prefer. 
Colorful, varied display 
cards and over 400 
matching price tickets. 
Write for... 


P30 DAY FREE TRIAL | 


150 West 46th St., N.Y. + Cl 5-3232 
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NET COST 
LOW AS $1.75 


FULL SCHOOL NAME 
FINE STONE 
NO DIE CHARGE* 


*EXCEPT FIRST ORDER 
12 PIECES 


EXCLUSIVELY 
for Retail Jewelers. 


KINNEY CO.| Prov. ri 

















Neu/ and as fresh 
es Spring 
Sparkling Certified Wedding 
Rings of 14K gold designed 
to sell on sight. Coming 
your way soon from: 


ege3". CERTIFIED metats co. 


119 Edison P!., Newark 2, N.J. 




















Don’t overlook the demand 
for tarnish preventive 
PACIFIC SILVERCLOTH 
PRODUCTS 
Wooden Chests—Drawer Pads 
Table Chests — Buffet Trays 
Zipper Chests—Drawer Liners 
Zipper Bags—Fiatware Rolls 


EUREKA MANUFACTURING CO. 


Since 1926 Taunton, Mass. 











DIAMOND 
RINGS 


373 WASHINGTON ST., BOSTON 8, MASS. 


Division of Lovis F. Guiness, Inc 





MID WEST 


» James L. Wagner has closed the 
jewelry store he has operated in Cen- 
terville, S. D., since 1951, and re- 
opened in Onawa, Iowa. 

=» Stanley Vomacka has closed his 
store in Albert Lea, Minn., and open- 
ed another in White Bear Lake, Minn. 
» Four members were elected to the 
Jewelers’ Club of Chicago at the 
September meeting of directors. They 
are: Ronald Mick, representative of 
Gemex Co.; Frank Gentile, Goldstein 
Gerson Co.; Andrew Grove, president 
of Andrew Grove, Inc., Chicago; and 
Abe Levine, head of Bieler-Levine 
Co., Chicago. 

a C. J. Silver Jewelers, Inc., of St. 
Paul, Minn., will open its 10th store 
this month. The firm purchased 
Prastka Jewelers in Cedar Rapids, 
Iowa, under the Iowa Bulk Sales Act. 
» Peter H. Kroll, who had operated 
Westmart-Kroll Jewelers at 5622 W. 
Chicago Ave., Chicago, for 22 years, 
has moved the business to the Hill- 
side shopping center in Melrose Park, 
Ill. 

» Theodore H. Byhring, a jeweler at 
5946 W. North Ave., Chicago, opened 
a branch store in August in the Pala- 
tine Plaza, Palatine, III. 

» The Clinton Watch Co. in Chicago 
moved in July from 111 S. Wacker 
Dr. to 1104 S. Wabash Ave. 

=» The Golden Roosters of Chicago 
will distribute a new directory of 
members this month. This will mark 
the 40th year of existence of this 
jewelry organization. The group’s 
1961 stag will be held Oct. 26 at the 
Bismarck Hotel in Chicago. 

»s Waltham Watch Co. of Chicago 
has opened a repair and assembly 
plant at 720 Wing St. in Elgin, II. 
The company said the small Elgin 
plant “will be expanded steadily” to 
suplement the Chicago production. 
Harry Aronson, Waltham president, 
said Elgin had been selected as a site 
for the new plant because of the 
available pool of skilled workers there. 
=» Sony Corp. of America has opened 
a central regional office in Chicago at 
4950 W. Belmont Ave. Warehouse 
facilities there are expected to speed 
up deliveries to the mid-west market. 
The office will also house headquar- 
ters of a central regional sales organ- 
ization and a service center. Sony’s 
other U. S. offices are in New York 
and Los Angeles. 

» Kenneth C. Bichl has been named 
manager of Wright Kay and Co.’s 
new Grosse Pointe, Mich., branch at 
17051 Kercheval St. Formal opening 
of the 100-year old Detroit jewelry 
firm’s second branch store was held 
Sept. 14. Bich] had been manager of 
Harrington Co., Columbus, Ohio, jew- 
elers, for the past nine years. 


» Goodman Jewelers has opened its 
seventh Minnesota store in Austin, 
the 11th store in the chain. 

=» Eugene L. Pifer has purchased 
Petill’s Jewelry in Otsego, Mich. Pifer 
has been a watchmaker for stores in 
Kalamazoo, Mich., for the past seven 
years. 

» Meyer Jewelry Co. will open a 
Treasure Chest store in the Eastland 
shopping center in Detroit. It will be 
the ninth store operated by the firm. 
e LaFleur’s Credit Jewelers, a new 
business, has been opened in Meno- 
minee, Mich., at 425 Tenth Ave. Joy 
Greenwood is manager of the store, 
which is a branch of Thyberg’s Credit 
Jewelers in Marinette and Escanaba, 
Mich. 

a Pritchard Jewelers in Wooster, 
Ohio, have moved from Wooster Pub- 
lic Square to a _newly-constructed 
building at 145 E. Liberty St. The 
business had operated at its original 
site for more than a century. 

» Morgan’s Inc., manufacturers of 
emblematic jewelry in St. Charles, 
Ill., have added a 5200 square foot 
extension to their building on S. 11th 
Ave. 

» William S. Putters is moving Put- 
ters Jewelry in Norfolk, Neb., into a 
newly - constructed location at 408 
Norfolk Ave. this fall. 

» Paul Schmidt Jeweler, an El Dor- 
ado, Kans., firm, has moved from 122 
W. Central to 131 N. Main St. 

e Arthur J. Nyman has retired from 
active management of the Arthur J. 
Nyman and Sons jewelry store in 
Galesburg, Ill. He had been in busi- 
ness for himself since 1914. 

» Some $250,000 worth of gems, min- 
erals and jewelry were exhibited at 
the second annual Denver Gem and 
Mineral Fair in August. The collec- 
tion included a 100 carat uncut ruby. 
=» Nearly 2000 persons registered for 
the Denver Gift and Jewelry Show 
Aug. 27-30 at the Albany Hotel, a 
3 per cent increase over the 1960 fall 
show. Most of the 140 exhibitors re- 
ported increased business. An increase 
in wall accessories exhibits was noted. 
2» Peter T. Wiseman has become a 
partner in the Plumb Jewelry store 
in Des Moines, Iowa, with his father, 
Henry Plumb Wiseman, and Robert 
Paul. Dan Fewel has been appointed 
merchandise coordinator for the 
Plumb stores in Des Moines and 
Ames, Iowa. 

» Vernon P. and Victor W. Morgan 
have purchased Wilhelm Jewelry at 
507 Chillicothe St., Portsmouth, Ohio, 
from the estate of the late Walter L. 
Wilhelm, who operated the business 
for 50 years at that location. The 
new owners also operate Morgan 
Bros. Jewelers in Portsmouth. 
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» Antin’s, New Orleans jewelry firm, 
is combining its stores at 114 Baronne 
St. and 308 Royal St. into one opera- 
tion at the latter address. The firm 
has been located on Baronne St. for 
almost a half century. The Royal St. 
store, which has been Antin’s antique 
shop, will continue to carry those 
items as well as conventional jewelry 
store stock. 

»s The eight Roberts Jewelry stores 
in Baltimore have been purchased 
from the Edward M. Morris Co. by a 
newly-formed corporation, National 
Jewelry Stores, Inc. President of the 
new firm is Myron Ross Rubey, who 
uisv heads Ross Jewelers, Inc., Mobile, 
Aia. The Roberts stores will continue 
under the same name. National is con- 
siuering opening several more stores 
in suburban Baltimore shopping cen- 
ters. 

» Robert W. Russell has sold his in- 
terest in Hursey & Co., Asheville, 
N. C., jewelry store, to Mrs. John §S. 
Hursey, widow of the firm’s co- 
founder. 

» Gordon’s Jewelers opened its 94th 
store in August in the Carrollton 
shopping center in New Orleans. The 
store, the sixth Gordon’s in the city, 
is managed by J. M. Cohn. 

a» W. M. Gosney has joined the staff 
of Roy’s Jewelry in Salisbury, N. C. 

» The Cagle Building in Greenville, 
S. C., which houses Kinkoff’s Jewel- 
ers, 1s undergoing a $140,000 face 
lifting. 

» Louis K. Day and his wife, owners 
of the Watch Shop, in business at 141 
S.E. Main St. in Rocky Mount, N. ¢ 
for 20 years, have moved the business 
to 121 S.E. Main St. The new loca- 
tion, purchased by the Days, has four 
times the space of the former shop. 

a Joel E. McFadden, Charleston, S. 
C., jeweler and watchmaker, has 
opened a branch store at 3348 Rivers 
Ave., North Charleston, under the 
management of Dwight K. Groggel, 
hand engraver and clockmaker. 

» Gordon’s Jewelers have leased space 
for a store in the Taft-Hollywood 
shopping center now under construc- 
tion in West Hollywood, Fla. 

» M.N. Bronstein is now manager of 
the Jewel Box store in Florence, S. 
C., succeeding Mortimer Staven- 
hagen, who has retired. 

» LaVone Gregory, manager of Stan- 
ley’s Jewelers in Morganton, N. C., 
since 1948, has now become the full 
owner of the firm. He purchased the 
interest of Samuel Shavitz, who at one 
time headed a chain of 10 Stanley 
stores. Sale of the Morganton store 
was the last in a series of sales Sha- 
vitz has made in recent years to local 
store managers, in preparation for 
his retirement. 


» Dreifus Jewelry Co., Memphis, 
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SOUTH 


Tenn., opened a store in Whitehaven 
Plaza Sept. 15. 
=» Center Jewelers, 450 N. Liberty 
t., Winston-Salem, N. C., is now un- 
der the management of Charles Mar- 
tin. 
=» Stanley Barras has opened Barras 
Jewelers, a new jewelry store in 
Biloxi, Miss., at 127 E. Howard Ave. 
He was associated with John R. 
Beggs, jeweler, for 23 years. 
a N. F. Jacobs & Son, Richmond, Va., 
jewelry firm founded in 1882, has 
leased space in the Hotel King Car- 
ter, formerly occupied by the hotel’s 
coffee shop. After remodeling, the 
firm will move to the new location 
from its present quarters at 815 E. 
Broad St. Selling space will be in- 
creased about 25 per cent by the move. 
=» E. W. Pace Jewelers has opened a 
new and expanded store at 1250 Pen- 
dleton St. in West Greenville, S. C. 
E. W. Pace also operates a store in 
Pickens, S. C. 
» United Wholesale Jewelers and 
Distributors, Inc., in Shreveport, La., 
has dropped the word “wholesale” 
from its name. 
» Dean’s Jewelry has re-opened in 
its new location at 24 E. Main St. in 
Frostburg, Md. 
» The Belle Meade Plaza shopping 
center in Nashville, Tenn., opened in 
August, with Wolk Jewelry as one of 
the tenants. The store was formerly 
located in the Belle Meade Theater 
building. 
» Herbert Lorch opened his 12th 
Lorch’s Diamond Shop Sept. 1 in the 
Roebuck Plaza shopping center in 
Birmingham, Ala. The managers of 
the Lorch stores are permitted to buy 
stock in the company. 
« Another jewelry store which open- 
ed recently in the Roebuck center in 
Birmingham was Gordon’s Jewelers’ 
93rd unit, under the management of 
Marvin Murray. 
=» The annual banquet of the Jewel- 
ers Association of Baltimore is sched- 
uled for Oct. 22 at Blue Crest North. 
Co-chairmen of the banquet commit- 
tee are Gideon Stieff, Jr., Stieff Co.: 
and Sydney Miller, Charles Erkes, 
Jeweler. 
» Doubet Jewelers, operated by Carl 
A. Doubet in Mondawmin Mall in 
Baltimore, has gone out of business. 
« J. G. Putman has joined Graves- 
Steuwer Jewelers, 73-year-old Mem- 
phis firm, as a partner. Putman was 
formerly associated with Crawfora & 
Crawford, manufacturers’ representa- 
tives in Dallas. 
» A new Jewel Box store opened in 
Tarboro, N. C., in August was termed 
the “most modern” in Eastern North 
Carolina. Carl Rosenbaum is man- 
ager of the new store, located at 414 
Main St. 
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Register! Guarantees Stopwatches 
greater accuracy than any Auto- ally Timers 
other timer on the market Track-Timers 
Available for standard Yacht-Timers 
end panel maurting Industrial Timers 
Time Study Loards Free: Write for Latest 

Cima eemplete Hever Century 

Timer Catalogue. 
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MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware BELLEEK® China 
MASON'S Ironstone Ware 


129 Fifth Avenue, New York 3, N. Y. 
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LOW, LOW PRICES 
Write for samples 
CAROL VELVET COMPANY 
P. O. Box 404 GREENSBORO, N. C. 
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Tired of mass produced 
“name” Jewelry—making your 
shop the same as any other? 


GOOD NEWS... 


We have fresh new ideas in 
original hand made Sterling 
and I4K overlay Jewelry set 
with Onyx, Turquoise, Jasper, 
Tigereye, Amethyst, Carnel- 
ian, etc. 


x Expensive looking yet inexpencive. 
* Modern as well as traditional in motif. 
* Distinctively packaged. 

* Lavishly promoted for you. 


production is 


indi- 


Naturally—our 





limited—but this means 





viduality. 





lf you have a fine shop and if this copy 
sense to you then call or write 
We will be glad to work with you. 


makes 
today. 
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GEORGE SASSEN 


Manufacturing Jewelers 
350 West 31st St. 
New York City 1, N. Y. 
1945. 


better Jewelers’ friend since 
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N. Y. AREA 





Wwe APC... 
U. S. 
Swiss 


Sales Office of high quality 
Watch 


sally known exclusive specialty mod- 


Factory with univer- 


els and complete general line. 


you should be... 


Wholesale Distributor or Manufactur- 


er’s Representative with Manhattan 
office and contacts with department 


stores and quality jewelers. 


object: 


tepresenting our firm and handling 
our sales program in New York area 
or East Coast. Various forms of co- 


operation possible. 


Please send Box 


“—.. eT” 


full particulars to 
eare JC-K. 
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=» Sam Pevsner and his wife, of Pevs- 
ner Sales Co., wholesale jewelers and 
diamond importers in Oklahoma City, 
left in August for a buying trip to 
the diamond markets in Antwerp and 
Amsterdam. They also visited the 
London and Paris markets. 

» James A. Groom, Jr., has_ been 
named manager of the Everts Jewel- 
ers Highland Park Village store. 
Formerly sales manager for Roy 
Groom & Sons Jewelers in Flint, 
Mich., he joined the Dallas firm in 
June. 

» The Arizona Retail Jewelers Asso- 
ciation held its 23rd annual conven- 
tion at the Hotel Westward Ho in 
Phoenix Sept. 23-24. Business sessions 
were conducted Sept. 23, followed the 
next day by several speakers. 

» Catherine Dennison of § Rosen- 
zweig’s in Phoenix and _ secretary- 
treasurer of the Arizona Retail Jew- 
elers Association made 47 speeches to 
women’s groups between January and 
May and is “now busy lining up addi- 
tional talks for fall.” 

» R. B. Raymond of Raymond Jew- 
elers, Dallas, new president of the 
Texas Watchmakers Association, gave 
a short talk on appraising diamonds 
at the July meeting of the Dallas 
Guild of TWA. The program also in- 
cluded a demonstration of electric 
soldering by Irving Kassed of Wil- 
liam R. Katz Co., who also showed a 
waterproof watch tester. 

» A. E. Stone, who has operated a 
jewelry store at 211-B E. Fourth St., 
in Amarillo, Tex., for more than 23 
years, is retiring from business be- 
cause of ill health. A watchmaker for 
more than 30 years, Stone has held 
many offices in the Texas Watchmak- 
ers Association, including the presi- 
dency. 

» Five Star Distributors, Inc., south- 
western distributors of watchbands 
and men’s jewelry, have moved from 
the first floor of the Dallas Merchan- 
dise Mart to Suite 340 of the same 
building. The move gives the firm 
more space to display its increased 
inventory. 

» Jerald Fisher, area supervisor for 
Gordon’s Jewelers in Dallas for sev- 
eral years, has been elected a vice- 
president and regional supervisor of 
the retail jewelry chain. Fisher, who 
began as a salesman in Gordon’s 
Beaumont store in 1941, became a 
store manager in Dallas in 1951 and 
now has eight stores under his super- 
vision. 

» Frank Briggs, for several years 
operator of a jewelry and watchmak- 
ing shop at 2009 S. Beckley St. in 
Dallas, has moved his business to 
Odessa, Tex. His location there at 
1515 E. Eighth St. provides increased 


JEWELERS 


SOUTHWEST Ll 


floor space. 
=» George F. Klepien has purchased 
the Dixie Watchmakers Supply House 
in New Orleans from James F. 
Roques, who had operated the busi- 
ness since 1949. Klepien was factory 
representative in Dallas for the C. 
and E. Marshall Co. of Chicago for 
16 years. The Dixie firm, once a 
branch of the Marshall Co., will con- 
tinue to distributor of its 
products. 

s Mrs. Henry 


serve as 


y Heilbron has retired 
after 42 years in the jewelry busi- 
ness in Okmulgee, Okla., at the same 
location. She was associated with her 
late husband in Heilbron Jewelry at 
119 E. Main St. during his lifetime, 
and after his death continued the 
business with the help of her sister, 
Beatrice Schram. 

» Roger C. Hill has joined Zale Jew- 
elry Co. as assistant manager of 
Zale’s store at 226 W. Broadway in 
Muskogee, Okla. Hill was formerly a 
salesman for Klar Brothers Jewelers 
in Muskogee for 19 years. 

a The Sabine Area Guild of the 
Texas Watchmakers Association re- 
ports good attendance at monthly 
meetings as a result of the education- 
al programs featured. Recent pro- 
gram highlights include an introduc- 
tion to the Swiss electric watch, a 
lecture on basic electronics and an- 
other demonstration of stone setting. 
The Guild held its annual July 4th 
picnic at LeBlanc Fish Camp. 

» Adams Jewelry has been opened at 
2009 S. Beckley St. in Dallas by Gar- 
land Adams. A watchmaker, Adams 
was formerly in charge of the repair 
department of Keen’s Jewelers in 
Killeen, Tex. 

a New address for Sherrill Jewelry 
Manufacturing Co. in Tulsa, Okla., 
is 125 S. Main St. The firm was pre- 
viously located at 18 E. Second St. 

» John Hargis, formerly employed 
in Stillwater, Okla., is now a watch- 
maker at Parrott’s Jewelry in Still- 
well, Okla. 

s Laufman’s Jewelers in Houston 
will open a new store in Fashion 
Square, at San Felipe and Post Oak 
Roads, this month. It will be the firm’s 
fourth store in the Houston area. 

a Whitefield Jewelers in Little Rock, 
Ark., has opened a new location at 
5903 R St. in the Forest Heights 
Shopping Center, one block south of 
its former location. 

» Ross DiStefano has opened the 
Arizona Watch and Time Service in 
the Totem Jewelry department at 
3100 E. Thomas St. in Phoenix. 

» C. P. Patania and his wife have 
moved their Katchina Shop in Tuc- 
son, Ariz., from 19 W. Congress St. 
to 22 Broadway Village. 
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WEST COAST 


a Attendance was up at the Pacific 
Jewelry Show staged by the Cali- 
fornia Retail Jewelers Association at 
the Biltmore Hotel in Los Angeles, 
Aug. 27-29. Some 60 exhibitors dis- 
played. The CRJA directors’ meeting 
on opening day was followed by a 
fiesta supper party at the La Golon- 
drina restaurant. 

» The San Francisco Gift Show, Aug. 
6-9, at Brooks Hall, Merchandise 
Mart, and the Sheraton-Palace, St. 
Francis, and Sir Francis Drake Ho- 
tels attracted buyers from a wider 
area than in the past. Several ex- 
hibitors reported more business the 
first day of the show than they had 
anticipated for the entire four days. 
» Members of the jewelers 24-Karat 
Club of Southern California, meeting 
at The Crescendo in Hollywood, Aug. 
8, heard Harvey G. Wolfe speak on 
the subject of “Counter-Spying in In- 
dustry.” 

es The American Gem Society has is- 
sued a suppliers book for 1961-62 to 
its members, listing all AGS supplier 
firms and individual members. Mem- 
bers of the Northern California Guild, 
AGS, met at the Bellevue Hotel, San 
Francisco, Sept. 20. Peter McCoy of 
C. A. McCoy & Co., San Francisco, 
spoke on “The Diamond Industry As 
I See It.” 

» A film supplied by the Pacific Tele- 
phone Co. was shown at the Aug. 1 
meeting of the Contra Costa Watch- 
makers & Jewelers Guild, at the Round 
Up Restaurant, Concord, Cal. 

» Nominations of officers for 1961-62 
featured the Aug. 23 meeting of the 
Santa Barbara Watchmakers and Jew- 
elers Guild—the annual barbecue at 
Franceschi Park, with the families of 
all members included. 

» Arnold Paratte, owner of Arnold- 
Swiss Watchmaker, is now installed 
in new and larger quarters at 1104A 
State St., Santa Barbara, Cal. 

a William Lampert, 424 S. Broadway, 
Los Angeles, has moved to larger 
quarters in Room 605 of the same 
building. 

» Frederick F. Sarciaux has been ap- 
pointed manager of the newly expand- 
ed Jewelry Center of the William F. 
Phillips Co., Inc., 714 S. Hill St., Los 
Angeles. Sarciaux had managed the 
company’s Long Beach store. He re- 
places Robert Mullen who was trans- 
ferred to Phillips’ headquarters, 824 
S. Western Ave., Los Angeles. 

» Thomas L. Malcolm, assistant man- 
ager of DeVon’s Jewelry, Woodland 
Shopping Center, Woodland, Cal., has 
been transferred to the company’s 
Marysville store. Dan F. Baker re- 
places Malcolm at the Woodland store. 
» Robert Van Gundy and Floyd Book- 
out recently opened a new jewelry 
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store at 217 N. Irwin St., Hanford, 


Cal. 

a Jack Furman has opened Furman’s 
Jewelry, 1420 Draper St., Kingsburg, 
Cal. His wife assists him in the store. 
a» The Fred Buehn Co., 233 Post St., 
San Francisco, Cal., moved Sept. 1 to 
875 Sutter St., taking over the entire 
third floor. 

» Claude O. Wendling moved his Mod- 
esto, Cal., jewelry store on Sept. 1 
from 1024 I Street to 936—11th 
Street, between I and J Streets. 

s George W. Trotman, distributor for 
Berg Selector showcases and the Scin- 
tillite, has moved from the World 
Trade Center to the Western Mer- 
chandise Mart, Space 227, 1355 Mar- 
ket St., San Francisco. 

» Northridge Jewelers has been open- 
ed by Evan O’Neal at 8822 Reseda 
Blvd., Northridge, Cal. O’Neal is a 
charter member of the American 
Watchmakers Institute. 

s William Pitt Jewelers have com- 
pleted expansion and modernization of 
their store at 367 E. Colorado Blvd., 
Pasadena, Cal. 

2 Otto’s Jewelry Store, 816 Fair Oaks 
Ave., South Pasadena, Cal., was pur- 
chased recently by Boris Feldman, 
who changed the store name to Feld- 
man Jewelry. 

»s Thomas H. McCready, of Tom 
McCready & Sons, Inc., Orinda, Cal., 
has retired after 51 years in the 
jewelry business. 

» Rex Thomas and his wife have 
opened the Thomas Jewelry Store, 
Weaverville, Cal. Thomas holds a 
Master Watchmaker degree from the 
American Watchmakers Institute. 

2 Zell Brothers, Portland, Ore., re- 
cently exhibited a $125,000 emerald 
piece as part of a week-long precious 
gem display. Harry Zell recently 
spent seven weeks in South America 
visiting the Chivor and Muzo mines, 
keeping in touch with the store via 
short-wave radio. 

=» Robert Boehm, formerly in Rose- 
burg, Ore., has joined Bell Brothers 
Jewelers, Astoria, Ore. 

=» David Sequist has opened for busi- 
ness in the Wilcox Building, Portland, 
Ore., under the name of Sequist Watch 
Co. 

2 O’Neil Jewelers, operated by C. V. 
O’Neil, held open house recently in a 
new store at 10130 N. E. 182nd Ave., 
Bothell, Wash. O’Neil also own 
Clime’s Jewelry, 8550 Greenwood Ave 
Seattle. 

a R. E. Baer and his wife have pur- 
chased Kluver’s Jewelry, Wilbur, 
Wash., from Mrs. Elmer Kluver. 

» Al Dutcher, charter member of the 
American Watchmakers Institute, has 
opened a new jewelry store at 1011 
Third Ave., Renton, Wash. 
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G7 FAMOR 
IMPORTING 
COMPANY, INC. 


From the Finest Gems to the 
Lowest Priced 
Promotional Diamonds 


and catalog 
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EMERALDS 


Loose or mounted. Memo selections to rated 
lewelers. Write 

I. WIDESS & SONS MAdison 6-147] 
220 W. Sth Street, Los Angeles 13, Calif. 














Executive Appointments 





A. Anthes Smith has been named 
to fill a new position for W. A. 
Sheaffer Pen Co., vice-president to 
administer and coordinate diversi- 
fication programs. Smith has been 
a vice-president of the Gleason 
Corp. of Milwaukee, heading that 
firm’s Fort Madison, lowa, divi- 
sion. He was previously president 
of the Anthes Force Oiler Co. of 
Fort Madison, which merged with 
Gleason last year. 


Vincent W. Makin has been ap- 
pointed executive vice-president 
and general manager of the Im- 
proved Seamless Wire Co., follow- 
ing acquisition of the company’s 
capital stock by Laminated Metals. 
Inc., an affiliate of American Gage 
and Machine Co. Makin was form- 
erly manager of precious metals 
products for Metals and Controls, 
Inc., a subsidiary of Texas Instru- 
ments. Edson W. Sawyer remains 
as chairman of the board of Im- 
proved Seamless Wire, which will 


Makin Phillips 

be operated as an autonomous 
unit of Laminated Metals. Other 
new officers are: Chester F. Buck- 
ley, president; Herbert S. Phillips, 
vice-president in charge of mar- 
keting; and Arch H. Weindorf, 
secretary and treasurer. Buckley 
is vice-president and Weindorf is 
treasurer of American Gage. Phil- 
lips was formerly marketing man- 
ager of precious metals for Gen- 
eral Plate Co., division of Metal 
and Controls, Inc. 

Watch Co. has 


Elgin National 
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wAll by Cameo 


has this EXCLUSIVE feature 
that BOOSTS billfold sales 


* Pat. No. 2,763,311 


Vu-All has sensational patented pass case that instantly — 
spreads 16 cards and photos in full view — a plus feature — 
that makes Cameo billfolds easy to sell. Expertly crafted - 
in finest leathers, the Vu-All is priced to retail from $3.95 _ 
to $12.50. Shown in saddle cowhide at $5.00. Write for 


THE SPRINGFIELD LEATHER PRODUCTS CO., Springfield, Ohio 
‘fine leather —* since desi : 


added three new executives in an 
expansion of its industrial activi- 
ties. Ray T. Prout was named man- 
ager of Elgin’s new Washington 
Electronic and missiles office. 
Stuart L. Dunkle will supervise 
marketing activities of the com- 
pany’s Burbank and Chatsworth, 
Cal., facilities. Vernon H. Kiebler 
was appointed electronic programs 
manager. 


August R. Bozzo has been elevated 
to general manager of United 
States manufacturing of watches 
and allied products for Bulova 
Watch Co., Inc. Bozzo, who has 
been factory manager for con- 
sumer products, succeeds David C. 
Stambaugh, vice-president, who 
has retired. 


Jeweler donates gems, 


wills jade to museum 


William E. Phillips, Los Angeles 
jeweler, has given 12 rare colored 
diamonds to the Los Angeles County 
Museum. 


Most valuable stone in the group 
is a cornflower blue nearly one 
carat in weight. Largest is a 1.33- 
carat rose diamond. Phillips has 
donated the bulk of the gems on 
display in the Museum’s Hall of 
Minerals over a period of years. 

In addition to gems, he has a 
collection of jade carvings and 
other objects reputed to be one of 
the West’s finest, which has been 
willed to the county. 


Sterling booklet aimed 
at teen-agers, brides 


The “whys and hows of contem- 
porary table setting etiquette” is 
one of many subjects explored in a 
new 16-page booklet Sterling For 
Young Moderns, currently being 
offered at a special price to retail- 
ers by the Sterling Silversmiths of 
America. 

Directed to teen-agers, brides and 
their mothers, it contains informa- 
tion on how to acquire and use 
sterling. It has been designed to 
help retailers call attention to ster- 
ling and increase sales. 

Price of the boolket is five cents 
per copy. A store name can be im- 
printed on each copy for a small 
additional charge. 
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Lester B. Benson, Jr., 39, director 
of resident training and - labora- 
tories for the Gemological Insti- 
tute of America at its Los Angeles 
headquarters, died Aug. 11. 
Rhody R. Colway, 71, retired di- 
rector of sales for the special sales 
division of Oneida Silversmiths, 
died Sept. 8. Colway retired in 
March 1960 after 50 years of ser- 
vice with the company. 

Arthur Howard of A. & M. How- 
ard, manufacturers and _ whole- 
salers of jewelry in New York, 
died Aug. 11 in Portland, Me. 
Henry Danciger, 74, a watchmaker 
in Amarillo, Tex., with more than 
60 years experience in the trade, 
died in August. 

Samuel Ginsburg, 64, owner of the 
Dewey-Richman Co., Manchester, 
Conn., jewelers and silversmiths, 
died Aug. 31. 

Maurice Helfer, 55, co-founder and 
partner in Helfer & Co., with 
stores in Waukegan, Springfield, 
Kankakee, Danville and Jackson- 
ville, Ill., and Kenosha, Wis., died 
recently. 

Jack Marcus, 61, president of 
Zenith Precision Casting Co., Inc., 
New York, died Aug. 18. 

Henry E. Berg, 75, a jeweler in 
Black River Falls, Wis., since 1913, 
died in August. 

Fred F. Kuhn, 53, Redwood City, 
Cal., jeweler, died July 28. 

Stefan Bercs, 68, designer for Zell 
Bros. Jewelers in Portland, Ore., 
died July 22. A native of Latvia, 
he came to this country in 1950. 
Prior to World War II, Beres en- 
tered his metallic art works in 37 
international art exhibits in 
Europe, winning several prizes. 
Leslie M. Rose, 83, one time owner 
of Rose Jewelry in Yakima, Wash.., 
died recently. 

Ben S. Levy, 58, diamond importer 
and wholesale jeweler in San 
Francisco, died July 11. Born in 
Istanbul, Turkey, Levy spoke 12 
languages. He had been in busi- 
ness in San Francisco since 1920. 
Edith C. Bland, 82, owner of Cof- 
fin Jewelry in New Castle, Ind., 
died July 23. Mrs. Bland assumed 
management of the store in 1921. 
It was founded by her father in 
1873. 

Ed Viehman, 39, director of mer- 
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chandising at Josten’s, Inc., jJew- 
elry manufacturer in Owatonna, 
Minn., died Aug. 14. Viehman 
was a former chairman of the Min- 
nesota Republican party. 

Alex Stern, 78, costume jewelry 
wholesaler at 303 Fifth Ave., New 
York, died Aug. 15. Stern was 
treasurer and a co-founder of the 
National Association of Costume 
Jewelers. 

Arthur J. Dettmers, 72, an en- 
graver in Washington, D. C., for 
50 years, died Aug. 2 Manager 
of his own business for the last 47 
years, Dettmers’ customers includ- 
ed Woodrow Wilson, Evelyn Walsh 
McLean, and members of the du 
Pont family. 

Samuel L. Lyons, 56, vice-presi- 
dent of the S. J. Lyons Co., a 
Philadelphia jewelry firm, died 
Aug. 17. He had been associated 
with the firm, founded by his 
father in 1899, for 35 years. 
Samuel Sideman, 69, president of 
Slavick Jewelry Co. in Los Angeles 
for the past 10 years, died Sept. 
7. He had been with the firm 35 
vears. 

John H. Leppe, 91, 
jewelry store in Mason City, 


operator of a 
lowa, 


for 53 years until his retirement 
in 1955, died recently. Leppe was 
a past president of the Iowa State 
Jewelers Association. 

Harold G. Kelso, Sr., 65, a watch- 
maker who operated a store in In- 
dianapolis, Ind., died July 28. 
Camille Rothen Lambert, a part- 
ner in Norwich Jewelry in Kansas 
City, Mo., died July 29 

Howard W. Stone, 65, a watch- 
maker for United Jewelry Co. in 
Nashville, Tenn., died Aug. 17. 
John H. Evans, 79, a jeweler in 
Fitzgerald, Ga., for more than 50 
years, died Aug. 3. 

Carl L. Wolf, 65, who had been in 
the jewelry business in Kankakee, 
Ill., for 40 years, died July 29. 
Mary E. Carr, 62, an employee of 
B. C. Clark Jewelers in Oklahoma 
City, died Aug. 8. 

Florence Dorrety, 75, president of 
Dorrety of Boston, jewelry manu- 
facturers, died July 15. 

Robert Wilson, 79, a_ Buffalo, 
N. Y., jeweler for 50 years, died 
July 18. 

Rodger Milner Avery, 75, owner 
and operator of Avery Engraving 
and Jewelry Co. in Winston-Sa- 
lem, N. C., died July 21. 
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geen d A STORE -WIDE SALE? 


WE CAN SUPPLY YOU WITH A COMPLETE SALES PROMOTION PACKAGE CONTAINING MATS—ADVERTISING 
COPY—SALE CARDS—BANNERS—PENNANTS—STRING TAGS AND A BOOKLET WITH RADIO CONTINUITY 
AND INSTRUCTIONS HOW TO SUCCESSFULLY RUN YOUR OWN SALE FOR $50.00 


J. BIELER PROMOTIONS | 29. wade st. heyworth big.) Chicago 2,1 


$50.00 
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COST—FOR 
OUR “DO-IT 


COMPLETE 
PROMOTION 

















RUNNING A 
SUCCESSFUL 
SALE 


IS AN ART 


By Manny Silverman 


JUST 


MORE 
OPEN DATES 
FOR 


NOVEMBER & DECEMBER 
SALES 


WRITE! WIRE! CALL COLLECT! 


SILVERMAN SALES ENTERPRISES 


580 Fifth Avenue, N. Y. 36, N. Y. 
Tel: Plaza 7-4692-3 














BAR 
ACCESSORIES 


are a popular Christmas 
gift. If you have a supply in 
stock you just might make some 
customers happy and bring in 
extra profits. Nearly one hundred 
bar accessories suppliers are 
listed on page 80 of your 1961 
JEWELERS’ DIRECTORY ISSUE. 
It tnight pay for you to get in 
touch with some of these sources 
and place your Christmas order 
now. 

It's in 
The JC-K Directory Issue 








COMING EVENTS 


OCTOBER 


7-8—-Florida State Watchmakers 
Association annual convention, Hills- 
borough Hotel, Tampa. 

18-20—Packaging Institute, Inc., 
23rd annual forum, Biltmore Hotel, 
New York. 

19—Mfg. Jewelers & Silversmiths 
of America, Inc., annual meeting, 
Sheraton-Biltmore Hotel, Providence. 

23-27—American Society for Met- 
als, Detroit Metal Show, Cobo Hall, 
Detroit. 

26-Nov. 1—New York Costume 
Jewelry Show, Governor Clinton Ho- 
tel, New York. 

27-Nov. 3—United Jewelry Show, 
Sheraton-Biltmore Hotel, Providence, 


R. 
DECEMBER 


2__Providence Jewelers Club annual 
dinner-dance, Sheraton-Biltmore Ho- 
tel. 


JANUARY 


6—Chicago Jewelers Association 
annual banquet, Conrad Hilton Hotel. 

7-10—Miami Gift, Jewelry and Toy 
Show, Miami Bayfront Auditorium. 

7-12—Atlantic City China and 
Glass Show, Convention Hall, Atlantic 
City, N. J. 

14-17—Pittsburgh Gift Show, Penn 
Sheraton Hotel, Pittsburgh. 

14-17—Southeastern China, Glass 
and Gift Show, Baltimore Hotel and 
Municipal Auditorium, Atlanta, Ga. 

14-18—Parker House January Gift 
Show, Parker House, Boston. 

21-26—California Gift Show, Am- 
bassador and Biltmore Hotels, Brack 
Shops, Merchandise Mart, Los An- 
geles. 

22-26—San Francisco Winter Mar- 
ket, Western Merchandise Mart, San 
Francisco. 

28-31—-Buffalo Gift Show, Statler- 
Hilton Hotel, Buffalo. 

28-31—-Washington Gift Show, Wil- 
lard Hotel, Washington, D. C. 

28-31—-N ational Association of 
House to House Installment Com- 
panies, annual trade show, Hotel Com- 
modore, New York. 


FEBRUARY 


18-23—Dallas Market Center Spring 
Gift and Jewelry Show, Trade Mart, 
Market Hall and Marriott Motor Ho- 
tel, Dallas. 

26-27—Canadian Jewelers Associa- 
tion annual convention, Toronto. 


MARCH 


10-13—American Watchmakers In- 
stitute convention and International 
Watchmakers and Mechanical Instru- 
mentation Congress, Hotel Commo- 
dore, New York. 

17-18—Kansas Retail Jewelers As- 
sociation annual convention, Lassen 
Hotel, Wichita, Kans. 


19-23—-Industrial Diamond Associa- 
tion of America, Inc., annual conven- 
tion, Hollywood Beach Hotel, Holly- 
wood, Fla. 

31-Apr. 3—American Gem Society 
annual conclave, Washington, D. C. 


APRIL 
8-9—Alabama Retail Jewelers As- 
sociation annual convention, Dinkler- 
Tutwiler Hotel, Birmingham, Ala. 
JULY 


28-29 — Oklahoma Retail Jewelers 
Association annual convention, Mayo 
Hotel, Tulsa. 


AUGUST 


5-9—57th Retail Jewelers of Amer- 
ica Convention and Trade Show, Wal- 
dorf-Astoria Hotel, New York. 

24-25—Retail Jewelers of Montana 
annual convention, East Glacier. 


Slow parts deliveries 
for Hawaiian horologists 


Hawaiian horologists face the 
same problems as those on the 
mainland, according to D. W. 
Leverenz, trade material manager 
for Elgin National Watch Co. But 
the Hawaiian watchmaker, with 
the exception of those on the main 
island of Oahu, has the preblem of 
parts delivery complicated by a slow 
steamboat delivery service. 

“By the time a watchmaker has 
ordered a part and received it, 
there can be considerable delay,’ 
he said. 

Leverenz reported that repair 
prices in the islands are about the 
same as on the mainland, with 
working conditions equal to, and in 
some cases better than, the con- 
tinental U. S. 

Leverenz spoke at a symposium 
of watchmakers in Honolulu as 
part of a ten-day, 8,980 mile trip 
to explain new developments at 
Elgin and the advantages of mem- 
bership in the American Watch- 
makers Institute to watchmakers 
in different parts of the U.S. Other 
symposiums were held in Seattle 
and Salt Lake City. 

Leverenz is secretary of the 
AWI. 
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News of Personnel 








Hamilton Watch Co. has made the 
following personnel changes: 

James A. Murray and Norman O. 
Reiffarth, Jr., have recently been ap- 
pointed sales representatives in the 
Midwest district. Murray maintains 
an office in Wisconsin; Reiffarth will 
cover central Indiana and Illinois. 

Henry S. Tholen was named gen- 
era sales and merchandising manager 
for watches and Henry S. Alien ap- 
pointed general sales and merchandis- 
ing manager for Wallace Silver- 
smiths. Tholen was formerly general 
sales manager; Allen had served as 
general sales manager and director of 


sales for Wallace. 


James A. Murray Norman O. Reiffarth 


Henry S. Tholen Henry S. Allen 


Waterman-Bic Pen Corp. announced 
the appointment of Robert D. John- 
son as southeastern division manager. 
He was with the W. A. Sheaffer Co. 
and Johnson & Staley Co. prior to 
joining Waterman-Bic. 


Robert D. Johnson Arthur Freedman 


Arthur Freedman has joined the 
management staff of Crescent Corp., 
manufacturers of luggage. He will 
cerve 2s sales and advertising man- 
aver. 


J. W. Nagle, Jr., has been ap- 
pointed manager of foreign sales for 
the Gorham Co., a subsidiary of Gor- 
ham Corp. He has been export sales 
manager for 16 years. 


J. Edward Jaeckle has recently 
been assigned as regional merchandis- 
ine director in the five-state north- 
central U. S. territory by the Watch- 
inakers of Switzerland. He has served 
in a similar position in the New York 
City, New Jersey and Philadelphia 
area. 


Still Carson recently was named to 
cover the territory south of Los An- 
eveles, including San Diego, for Bal- 
lard & Ballard. 


As part of its expansion program, 
J. R. Wood & Sons, inc., announced 
the appointment of Walter S. Schaef- 
fer as southeastern sales manager. 
He will direct sales activities in North 
Carolina, South Carolina, Georgia, 
Florida, Alabama and southeastern 
Tennessee. 

A new sales representative, Robert 


L. Pate, will service dealers in Ala- 
bama, Florida and parts of Georgia. 


L. A. Giacobbi & Co., diamond im- 
porters of San Francisco, have an- 
nounced the appointment of Irv Eaton 
as a sales representative in Oregon, 
Washington, Idaho, Montana, Colo- 
rado and Utah. 


Bert Zalkind, for years active in 
the West Coast jewelry trade, is cov- 
ering northern California and parts 
of Oregon and Nevada as a sales rep- 
resentative for the Pacific Diamond 
Co. of San Francisco. 


>. 


J. Edward Jaeckle Roland H. Parker 


Walter S. Schaeffer J. W. Nagle, Jr. 


Oneida Silversmiths has announced 
two personnel changes: 

Fred L. Hartwig has been ap- 
pointed chief assistant to Robert W. 
Landon, director of sales. Oneida said 
he will devote his efforts to special 
assignments in connection with the 
company’s long range planning. 

Roland H. Parker has_ replaced 
Hartwig as manager of the direct 
sales division. Parker has primary re- 
sponsibility for the sale of 1881 
Rogers silverplate. 





Importers and 
Manufacturers 
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BYAKD F. BROGAN . 


801 Walnut Street, Philadelphia 7, Pa. ...-. WA 2-6950 


Platinum and Gold Jewelry 


Diamonds « Precious Stones 


Linde Star Jewelry 


Cultured Pearls 





Manufacturers’ 


N (} W \ of Products--- Promotions 





Parker display resists pilferage, 
has styrene banks, walnut frame 


An “easy to sell from, yet pilfer- 
proof” display has been announced by 
the Parker Pen Co. Called the “T- 
Master,” this permanent display holds 
72 T-Ball Jotters on two double-sided 
styrene banks. It has a walnut frame 
embellished with brass-plated nickel- 
oid metal. 

Both the upper and lower banks 
can be moved and locked in three posi- 
tions. When locked in an upright 
position, the pens cannot be removed 
from their slots. Open, the banks can 
be tilted from one side to the other, 
with pens removable from the tilted 
side. 

The manufacturer says the upright 
position is ideal for high-traffic loca- 
tions where protection against puilfer- 





age is desirable. The locking device 
is designed so that it is difficult for 
the consumer to detect. 

The display is. offered without 
charge with a purchase of 72 Jotters 
at prevailing trade discounts, as a 
post Labor Day special. Dimensions 
are 15 inches wide, 18 inches high and 
21% inches deep. 

Contact the Parker Pen Co., 219 
East Court, Janesville, Wis., or your 
wholesaler. 


Craftools say ‘Dust-Kleer’ unit 
eliminates workshop dust, fumes 

The “Craftool Dust Kleer Work Sta- 
tion” has been introduced by Craf- 
tools, Inc. It is described by the 
manufacturer as a “self-contained, 
dust-free work station with an inter- 
nal silent exhaust system that will 
pick up dust and fumes. A replace- 
able filter traps the particles, ex- 
hausting fresh air. No external duct 
is required.” 

The unit has twin lights to illumi- 
nate the work area, a hinged plexi- 
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glass eyeshield, individual switches to 
control the system and lights and two 
110 volt outlets to accommodate tools. 
A pilot light and circuit breaker is 
included in the control panel which is 
mounted above the unit. 

The unit measures 24% x 18% x 19 
inches and is priced at $125. 

Contact Craftools, Inc., 396 Broad- 
way, New York. 


Gorham says magazine advertis- 
ing will reach 156,000,000 


Sixteen magazines will carry 60 full 
pages of Gorham advertising this fall, 
the company announced recently. Gor- 
ham said the total circulation of 52,- 
000,000 issues is expected to reach 
156,000,000 readers. A_ selection of 
advertising, promotional and selling 
aids supporting the consumer program 
is available to retailers. 

Highlight of the fall campaign is a 
series of “design selection ads’”’ which 
use a new photographic technique to 
dramatize “the wonderful look of ster- 
ling.” 

A special 
“Dinner-For-Eight”’ 


advertisement on the 
program offers 


savings of $20, $25 and $30 on pur- 
chases of four, five and six piece place 
settings. 


Sunbeam unveils new counter kit 
for blade and cutter replacement 


Sunbeam Corp. has introduced a 
new counter kit for national offering 
of electric shaver blade assembly re- 
placements and other parts for its 
electric razors. 

The firm said the move is aimed at 
making new blade assemblies for its 
electric blade models and _ cutter 
heads for clipper-type roller models 
“as available as safety blades.” 

Contact Sunbeam Corp., 5600 W. 
Roosevelt Rd., Chicago, Ill. 


Freed window display kit offered 
for anniversary sale promotions 


A new window display kit for an- 
niversary sales has been introduced 


a 
+ 


= VA LU E S GALO Rt j 
= . 
by Edwin Freed. Included in the 525- 
piece kit are printed price tickets and 
blanks. Priced at $16.90 plus postage. 
Contact Edwin Freed, Inc., 150 W. 
46th St., New York. 


Marshall Co. expands activities, 
is distributing four new brands 


C. & E. Marshall Co. has announced 
it is now distributing Gemex bands, 
Seth Thomas clocks and Enicar and 
Timex watches, including the Timex 
electric. The company said it will con- 
tinue to supply Marshall Ultrasonic 
cleaning machines and solutions. 

Refills for the “Add-A-Unit” mater- 
ial, mainspring and crystal systems 
will continue to be supplied from Chi- 
cago and distributors in principal 
cities. In conjunction with these addi- 
tional products, the company said, it 
has added new sales representatives. 

Contact C. & E. Marshall Co., Box 
7737, Chicago, Il. 
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Bell Howell says "Dual Eye’ 
corrects back-lighting bounce 


Bell & Howell announced the de- 
velopment of an electric “eye-within- 
an-eye” that “lifts back-lighted scenes 
from the shadows.” Called the “Dual 
Electric Eye,” the device “computes” 
the correct exposure for the subject 
of a back-lighted scene, compensating 
for the reflection of the sun’s rays 
into the electric eye. 

The firm says the new device has 
a second photocell that offsets these 
bouncing rays by sending current into 
the meter from the opposite direction 
to cancel part of the charge generated 
by the main cell, resulting in a correct 
exposure of the subject area. 

Cameras in the “Zoomatic” series 
come equipped with the device at no 
increase in price. 

Contact Bell & Howell, 7100 Mc- 
Cormick Rd., Chicago 45, Il. 


Sel-Rex technical paper reprint 
offered to gold electroplaters 


Quick, accurate analyses of acid- 
gold alloy plating solutions obtained 
by polarographic methods are de- 
scribed in a three-page paper by Dr. 
Karl Schumpelt, chief electrochemist 
for Sel-Rex Corp., and Arnold H. 
Craft, a chemist for Sel-Rex. 

Reprints of the paper, called “Pol- 
arographic Methods for the Analysis 
of Acid Gold Alloy Plating Solutions,” 
are available from Sel-Rex Corp., Nut- 


ley, N. J. 


Bidders ‘prove worth’ of organ 
on the ‘Price is Right’ TV show 


The Audion “Caprice,” $300 model 
in the American Audion line, re- 
ceived bids up to $2450 when displayed 
on the “Price is Right” television pro- 
gram. Other panelists bid $850 and 
$1100. 

The manufacturer claims the domes- 
tically made organ can be played in- 
stantly with the “Key Selector” 
method, and that the method teaches 
players to read music as well. 

Contact American Audion 
200 5th Ave., New York. 


Corp., 


Walter Lehman Associates offer 
new designs in precious jewelry 

“Designers Precious Jewelry” is a 
50-piece collection of newly designed 
jewelry introduced by Walter Lehman 
Associates, a subsidiary of Eichberg 
& Co., Ine. 

Said to be the first entry of a dia- 
mond manufacturer into the fashion 
field, the new collection “shows not- 
able differences in design and execu- 
tion.” The firm says standard de- 
signs have been put aside, and new 
designs imported from all over the 
world. 

Each design is made in _ limited 
quantities and sold to jewelers on an 
“exclusive” basis. 

Diamonds and filigree have been 
combined in this “Rose Burst” ear- 
ring and pin design, worn by Willi 
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Burke, leading lady of a Broadway 
musical. 
The bulk of the collection retails 
at approximately $200 to $600. 
Contact Eichberg & Co., Inc., 608 
Fifth Ave., New York. 


Lea manual discusses finishing, 
buffing and coloring of metals 


A 20-page manual covering semi- 
automatic and hand polishing, burr- 
ing, satin finishing, buffing and high 
coloring of metals, plastics, wood and 
organic wood coatings is offered by 
Lea Mfg. Co. Data includes finish se- 
lection, appearance, characteristics 
and production factors affecting dif- 
ferent surface finishes. 

Also included are general applica- 
tion tables for various types of abra- 
sive compositions. 

Contact the Lea Mfg. Co., 16 Cherry 
Ave., Waterbury 20, Conn. 


Bufkor window and trim service 
offered exclusively to jewelers 
Bufkor, Inc. has announced a year- 
round window and store trim service 
for jewelry store use. It Is designed 
to “create lively consumer interest in 


jewelry as ideal gifts during the tra- 


ditional gift-giving seasons.” 
The Christmas service pictured was 
designed by the Rivkin-Tigler Corp., 


jewelry advertising specialists. 


Contact Bufkor, Inc., 588 Monroe 
St., Buffalo, N. Y., or Rivkin-Tigler 
Corp., 4 E. 52nd St., New York. 


Magnus issues two-page bulletin 
on ‘Cathedral’ electronic organ 


A two-page bulletin describing the 
new Magnus “Cathedral” electronic- 
reed organ (Model 1400) is available 
from the Magnus Organ Corp., 100 
Naylon Ave., Livingston, N. J. 


Mansfield ‘Holiday’ camera has 
special eye-piece; pistol grip 
The “Holiday” 8 mm zoom movie 
camera introduced by Mansfield Indus- 
tries features a “through-the-lens re- 
flex viewer” which shows the subject 
in the same proportions as it will ap- 
pear on film, a f/1.8 “Cinepar focus- 
ing zoom lens,” adjustable from 10 
mm wide angle to 30 mm telephoto 
and an electric eye meter to indicate 
exposure settings. The camera also 
has a pistol grip with “trigger ac- 
tion release” and safety lock, a focus- 
ing eye-piece that can be adjusted for 


individual eyesight and a _ die-cast 
aluminum case. Retails for $99.95. 
Contact your wholesaler. 


Radiant Mfg. Corp. introduces 
‘automatic’ projection screen 


A tripod projection screen claimed 
to “literally open by itself” has been 
introduced by Radiant Mfg. Corp. 

Called “Magic Tri-Lock,” the new 
feature is a three-way opening device 
incorporated in the “Glowmaster,” a 
tripod model projection screen. At 
the press of a single lever, the com- 
pany asserts, the tripod legs spring 
open, the extension rod raises and 
the screen case swings to a horizontal 
position. Another feature of this 
model is a “silver lenticular surface” 
called “VistaGlow.” The manufac- 
turer says the surface controls light 
reflection through a scientifically en- 
gineered lens pattern that beams a 
bright picture to viewing angles up 
to 100 degrees. 

Other features include “one-step 
censioning” for a flat surface, meta 
slat bar and a fungus-resistant sur- 
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face. It comes in 30 x 40 inch, 40 x 
10 inch and 50 x 50 inch sizes. Prices 
start at $29.95 retail. 

Contact Radiant Mfg. Corp., Dept. 
MTL. 8220 N. Austin Ave., Morton 
Grove, Ill. 


‘Floor Display Fixture’ from 
Amity features new packages 


Amity Leather Products’ new 
“Crystal Floor Display Fixture” is 
designed to display the company’s 
new “Presentation Package.” Made 
of walnut, gold color flecked white 
masonite and gold colored metal, it 
converts from self service to a pilfer 
proof display at the turn of a lever, 
the firm says. Twenty-two billfolds 
are displayed. 

Assortment No. 0147 consists of 
the display unit, 62 men’s and 34 
ladies’ billfolds, ranging in price from 
$3.95 to $8.95. Dealer cost is $597.50 
Keystone. A_ refill assortment is 
available at $320.50 Keystone. Empty 
“Presentation Packages” are offered 
with both assortments. 

Contact Amity Leather Products 
Co., Inc., 723 4th Ave., West Bend, 
Wi 


Timex to sponsor TV specials; 
four shows planned for 1961-62 


The U. S. Time Corp. will sponsor 
four full-hour entertainment specials 
on the ABC Television Network dur- 
ing the 1961-62 season. 

This is in addition to partial spon- 
sorship of the Steve Allen Show, 
which began on ABC-TV Sept. 27, 
and half sponsorship of two Bing 
Crosby Specials during 1961-62. Pro- 
gram details will be announced at a 
later date. 

The first special will be presented 
Oct. 25. The succeeding three are 
scheduled for Nov. 30, April 6, and 
May 6. 


Bentley to use chief competitor 
in intensive advertising drive 


In addition to a national advertis- 
ing campaign using magazines, news- 
papers, TV and radio, Bentley Lighter 
Corp. will use its number one com- 
petitor—matches—in a special sales 
drive this fall. 
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Bentley says millions of matches 
will be given away. The match book 
will read: “Warning—Close Cover 
Before Striking or Better Still— 
Throw These Matches Away in a 
Safe Place and Use a Lighter.” The 
inside cover will carry advertising 
copy. 

The company has announced its 
first full-page magazine ads this fall 
are in the New Yorker, Playboy and 
Sports Illustrated. 


Crown Co. claims ‘Defender’ 
sounds alarm, telephones police 


Eighty per cent of American busi- 
nesses have no_ positive’ protection 
against burglary or intrusion, accord- 
ing to Crown Electronics Co. 

The new Crown “Defender,” the 
firm asserts, creates an invisible elec 
tronics shield around unattended ob- 
jects, rooms or entire buildings. 

Upon detecting an intruder, it acti- 
vates an audible alarm, turns on flood- 
lights, starts a movie camera to film 
the burglary, or even notifies the police 
by telephone recording. 

The firm says the electronic activa- 
tor unit automatically compensates for 
atmospheric changes in pressure, tem- 
perature and humidity, and for grad- 
ual physical changes in the area it is 
yvuarding. 


The unit can be rented or purchased 
from Crown Electronics Co., 4447 N. 
Central Expressway, Dallas, Tex. 


Ultrasonic says new ball point 
will write 9,000 feet per minute 


, 


A “revolutionary” ultrasonic ball 
point writing instrument has _ been 
developed by Ultrasonic Industries, 
according to a recent announcement. 

The device is said to be capable 
of writing at a linear speed of 9,000 
feet per minute, requires no writing 
fluids or marking compounds and 
produces high contrast markings 
which will not fade or wash. 

A small generator develops high 
frequency oscillations to activate an 
ultrasonically transducerized pen of 
size and shape comparable to the 
conventional pen. 

Some uses suggested by the firm 
include check-writing machines, high- 
speed facsimile writing devices and 
for use on legal, military or other 
government documents. Ultrasonic 
plans to manufacture the device in 
styles ranging from desk top decor to 


industrial specifications. 
Contact Ultrasonic Industries, Inc., 
Engineers Hill, Plainview, L. I., N. Y. 


Elgin offers polishing cloths to 
promote ‘Sportsman’ repair kit 


Elgin is offering watchmakers 
jewelers’ rouge polishing cloths that 
can be given to customers, to promote 
the “Sportsman and Starlite” repair 
kit. The kit contains an assortment 
of parts including winding arbors, 
set levers, bevel pinions, balance 
staffs, clutches, clutch lever springs 
and others, packaged to fit the “Elgin 
Materials Cabinet System.” It is of- 
fered during this promotion for 
The polishing cloths, in packets of 12, 
are available at 15¢ each, including 
window streamers and newspaper ad 
mats. 

Contact Trade Material Division, 
Eigin National Watch Co., Elgin, Ill... 
or your wholesaler. 


Boner & Co. claims ‘Ideabook' 
is new concept in catalog sales 
The M. Boner & Co. “Ideabook”’ is 


claimed to reflect a new concept in 
jlewelry catalog merchandising. It 
is available with your store name 
printed on the front cover. A _ sales 
promotion kit containing selling data 
and point-of-sale material is sent 
with each order. 

Jewelry in 14K gold is featured in 
colored illustrations on embossed 
glossy stock. 

Contact BTK Advertising Associ- 
ates, Inc., 140 Fifth Ave., New York. 


Feature Ring starts nationwide 
campaign with Life ad this month 


Feature Ring Co. has scheduled an 
advertisement in this month’s Life 
magazine to launch a nationwide cam- 
paign for its “‘Feature Flex” diamond 
ring line. Results of a public relations 
program started earlier include a 
Newsweek magazine story as well as 
women’s page stories in other maga- 
zines, the company announced. 

The firm is offering a set of TV 
spots and color motion picture films 
for use on local TV stations and in 
movie theatres. For information con- 
tact Feature Ring Co., 130 W. 46th 
St., New York, or your wholesaler. 


Felco's new ‘Earring Bar’ holds 
six varying sized earring sets 
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Feleo’s newest “Earring Bar No. 
10” is designed to show and sell ear- 
rings by making size the basis of the 
trade-up. The unit is supplied with 
six pairs of cultured pearl earrings, 
from 5% MM to 8% MM. Priced at 
$101.50 Keystone. 

Contact Felco Cultured Pearls, 665 


Fifth Ave., New York. 


Westclox offers incentive plan 
as part of Fall promotion drive 


Westclox has started rolling with a 
“colossal” new sales program for Fall, 
according to a recent announcement. 

The new program includes an in- 
centive plan for retailers with an “out- 
lined sales strategy timetable for all 
concerned.” Backing the promotion is 
advertising in magazines, radio and 
TV, scheduled to the end of the year. 

Three major incentives offered re- 
tailers are: 

A “Dialite Dunbar” clock without 
charge with the purchase of 18 clocks 
priced at $4.98 or more; a Santa 
Claus -for decoration or resale with 
the purchase of 12 additional clocks or 
six watches; a $7.98 travel clock with 
the purchase of 12 travel clocks. 


Bulova re-enters TV advertising, 
is sponsoring six NBC fall shows 


Bulova Watch Co. is sponsoring six 
NBC evening television shows this 
fall. They are Laramie, National Vei- 
vet, The Dick Powell Show, The Out- 
laws, International Showtime and 
Feature Films. The new, five-eve- 
nings-a-week network schedule follows 
the company’s return to television 
with two network specials last spring, 
which were preceded by several years 
without major television participation. 


Tie tack counter display units 
offered by Foster Metal Products 


Two tie tack counter display units 
are offered by Foster Metal Products. 
The 12 tie tacks plus a three-color dis- 
play and gift boxes are priced at $18 
Keystone. Individual tie tacks, $1.50 
Keystone. 

Contact Foster Metal Products, 3 
Union St., Attleboro, Mass. 


‘ 


Farrington makes new package 
for Squibb's electric toothbrush 
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The package for the “Broxodent,” 
an electric toothbrush introduced by 
E. R. Squibb & Sons, was produced by 
the Farrington Packaging Corp. in 
“high impact” polystyrene. It has been 
designed “to properly display and 
serve as a travel kit.”” The “holster” 
serves as a cord ring and may be used 
to suspend the brush from a bathroom 
hook or towel bar. 


Contact Farrington Packaging 


Corp., Box 183, Needham Heights, 


Mass. 


Salescaster four-page brochure 
describes ‘moving message’ unit 


Salescaster Displays Corp., manu 
facturers of the “Salescaster” display 
unit which incorporates an_ illumi- 
nated moving message, is distributing 
a two-color, four-page brochure de 
scribing the unit and its uses. 

Contact Salescaster Displays Corp., 
1010 E, Elizabeth Ave., Linden, N. J. 


Telectro ‘900-Series’ improved, 
has wider range, more stability 
A series of electronic and mechani- 
cal improvements designed to provide 
high quality tape recordings from 
“FM Multiplex Stereo” with its “900- 
Series” tape decks and preamplifiers 


has been announced by Telectrosonic 
Corp. 

A development program was insti- 
tuted early this year, the firm said, 
to reduce “wow” and “flutter,” im- 
prove mechanical stability of the tape 
decks and increase the frequency re- 
sponse range of the preamplifiers. 

The “900-Series” includes five tape 
decks, identical except for the head 
complements. They are pushbutton- 
operated, with three speeds, auto- 
matic shutoff and horizontal or verti- 
cal mounting. Priced from $89.95 to 
$139 retail. Six preamplifiers for 
mono or stereo play and record are 
priced from $29 to $124.95. 

Contact Telectrosonic Corp., 35-18 
$7th St., Long Island City, N. Y. 


Oneida, Heywood-Wakefield 
unite to combine chest, furniture 


Two familiar names have combined 
“to bring more harmony and grace to 
“ie “ 
the dining room,” Oneida has an- 
nounced. 


Heywood-Wakefield Co., furniture 


manufacturer, is supplying the 188] 
Rogers division of Oneida Silversmiths 
with hand-rubbed wood in cherry fin- 
ishes, to be made into silverware 
chests “style-coordinated with Hey- 
wood-Wakefield’s top selling contem- 
porary lines.” 


Microscope has lighting system, 
14X to 40X magnification range 


The Kassoy stereo microscope fea- 
tures three-dimensional vision for 
depth perception and a lighting sys- 
tem with dark field illumination. The 
firm says it can be used for examina- 
tion of stones and as a sales promo- 
tion item. It has 23X and 40X mag- 
nification; is priced at $179. Inter- 
changeable lenses are available for 
14X and 24X magnification at $20. 

Contact I. Kassoy, Inc., 32 W. 47th 
St., New York. 


More colored bezels and straps 
for Croton's ‘Colorama VI’ 


Croton Watch Co. has introduced 
a package to supplement its “Color- 
ama VI’’ model for women who al- 
ready own the watch and are seeking 
new color combinations. Called ‘“Col- 
orama Complement,” it consists of 
five color bezels and straps, each a 
different color than in the original. 
The additional colors are “pastel pink, 
fir tree green, cocoa brown, lilac and 
ruby red.” Retails for $39.95. 

Contact Croton Watch Co., 404 
Park Ave., South, New York. 


Matched ring sets by Milhening 
feature ‘unique’ locking system 


A new line of matched ring sets 
which have a “unique” locking system 
has been developed by J. Milhening, 
Inc. The firm says the new line, called 
“Golden Symphony,” has a “tongue 
and groove locking design which out- 
performs the usual pins, hooks or 
screws.” 

Engagement rings are styled in “in- 
formal balance.” The company says 
the wedding rings, when locked in 
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alignment, “are an undetectable part 
of a formally balanced entity.” 

Contact J. Milhening, Inc., 
Park Ave., Detroit, Mich. 


9033 


Timex electric watch designed 
so consumer can change battery 


In September the U. S. Time Corp. 
introduced a new model of the Timex 
electric watch designed to permit the 
consumer to replace the battery. 

Though the new model remains 
waterproof, shock resistant and dust- 
proof, the firm says, the battery may 
be replaced “with no more trouble 
than replacing a flashlight battery.” 

The battery cell is guaranteed for 
one year. The company hails the new 
model, which retails for $39.95, “as a 
major design breakthrough.” It is 


= 
Sse 
Sf 


aeeerer titre 


4 ; + Vi " 
Us th 


-~ 


Nae 


i FLECTRIC 


packaged in a white leather gift box. 
A three-watch point-of-sale display is 
also available. 

Contact your wholesaler. 


To be known for fast, proper service... 


The only box that displays both quality, speed 


What better way to actually demon- 
strate fast service than to snap a Lindley 
into shape—before the customer’s eyes. 
And what better taste than to present 
your product—in the quality of a 
Lindley box. Simplicity is the keynote 
of Lindley designs—with attractiveness 
that never wears thin. Remember, too, 
how Lindley boxes save storage space. 
And how quickly they’ll be in stock! 
New, distinctive signature designs of 


Lindley The Prestige Box 


—That Snaps Into Shape 


your store name, on the proper box for 
every product—call your Lindley man, 
or send us a card or wire for complete 


information. Let Lindley serve you now. 


FEDERAL PAPER BOARD CO., INC. 


LINDLEY DIVISION, DEPT. 1410, MARION, IND. 
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Bridal introduces new ring line 
featuring ‘ultra-modern’ design 


As part of its expansion program, 
Bridal Ring Co., Inc. is introducing a 
new line of “ultra-modern rings des- 
tined to delight the connoisseur.” In 
keeping with the “Barel” tradition, 
Bridal says, all are original in concept 
and reflect “the ultimate in elegance.” 

Diamonds, cultured pearls, precious 
gems and Linde Stars adorn the ladies’ 
rings, while the men’s rings are de- 
signed with diamonds, black star sap- 
phires and Linde Stars. Both are 
available in Swedish or Florentine fin- 
ish, crafted in 14K white or yellow 
goid. 

The manufacturer says their distri- 
bution is controlled because they are 
sold directly to the retailer. The de- 
signers of these rings are Everett 
Barel and Alvin E. Handin, creators 
of the “Barel Bridal Matched Wedding 
Ring Sets.” 

Contact Bridal Ring Co., Inc., 8806 
Van Wyck Expressway, Jamaica, L. L., 


N, Xe 


K. C. Jewelry birthstone pins 
featured in new 12-item display 


Display by K. C. Jewelry features 
14K gold, concave birthstone pins. 
The appropriate stone for each month 


is set on an Italian hand-finished sur- 
face. The display unit is supplied 
with each order for 12 pins, one pin 
for each month. 

Contact K. C. Jewelry Mfg. Co., 71 
W. 45th St., New York. 


College Seal military rings 
include all branches of service 


College Seal offers military rings 
for members of every branch of the 
armed forces. Each ring is hand- 
crafted with an official insignia in- 
cised on the shank, one for each official 
service emblem. A_ synthetic ruby, 
spinel or other stone is centered on the 
bezel. 

They come in men’s standard and 
massive sizes and a companion size 
for the ladies. 14K gold rings are “in 
stock” in popular sizes: men’s size 
10%, ladies’ size 6. College Seal said 
the jeweler makes no investment with 
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its “in stock” service. Orders are 
taken from illustrations. 
Contact College Seal, 236 Broadway, 


Cambridge, Mass. 


Sheaffer ad efforts concentrate 
on college market buying power 


The W. A. Sheaffer Pen Co. will 
aim particular emphasis at the buying 
power of the college market in its 
fall and holiday advertising cam- 
paign. 

A series of four ads this month in 
each of the top 100 college newspapers 
will announce a “Sheaffer Pen Money” 
promotion and feature the firm’s cart- 
ridge pens. 

The promotion will include a con- 
test with two top prizes of $100 a 
month for each month of the school 
year and additional prizes of tran- 
sistor radios. College students can 
enter by sending a top or other por- 
tion of a “Skrip cartridge pack” and 
a statement of 25 words or less on 
the firm’s new cartridge pen. Entries 
will be accepted through Nov. 7 and 
winners named in December. 

Ads in general magazines and Sun- 
day supplements, plus a series of spot 
commercials on the Jack Paar and 
Today shows, round out the consumer 
program. The schedule _ includes 
Look, National Geographic and Good 
Housekeeping. 


Wells sterling charm display 
holds 144 items, back-up stock 


Turntable display holds 72 sterling 
silver charms on either side, a total 
of 144, and back stock at the point 
of sale. The display, No. 604, is 
supplied with an order for 144 charms 
plus back stock. 


Contact Wells Mfg. Co., 47 County 
St., Attleboro, Mass.; or 390 Fifth 
Ave., New York. 
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New parts catalog has 512 
pages and supply section 


Hammel, Riglander & Co. has an- 
nounced the completion of a 512-page 
watch material catalog. It is designed 
to fit into a bench drawer, and is 
claimed to be “the most comprehen- 
sive list ever published, covering both 
the oldest and newest imports of the 
Swiss, German, French and Japa- 
nese.”’ 

The “Quick Fit Material Systems 
Catalog” includes a tool and supply 
supplement, and shows the watch- 
maker how to organize a material 
and inventory control system. 

The catalog is being distributed 
through supply houses at $2, or is 
available from the publisher. 

Contact Hammel, Riglander & Co., 


Inc., Box 100, Madison Square Sta- 
tion, New York. 


‘Hi-fi’ photos, special sections 
shown in revised catalog 


Dealers have a new buying aid in 
the recently revised Wallace hollow- 
ware catalog, according to a recent 
announcement. The catalog features 
“hi-fidelity” photographic reproduc- 
tion and loose-leaf binding with prices 
listed on separate half-page tabs. Alli 
silver hollowware items are shown in- 
cluding many new products. 

Of special note, Wallace said, is a 
grouping of product lines in separate 
sections. Pieces are alphabetically 
listed and cross-indexed for multi- 
purpose pieces. Matching pieces for 
sterling flatware patterns are also il- 
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SELL THE NAME THAT SELLS ITSELF! 


PACIFIC 


19 PIECE - 


28 PIECE - 


60 PIECE 


Pacific—renowned for generations as one of the world’s greatest domestics manu- 
facturers—gives you three sensational packages that make every sale a multiple 
sale! Sell the L9-piece deluxe set, the 28-piece jumbo set and the 60-piece giant 
set! Each contains the famous Pacific quality and reputation that make sales 
come easy. Sets include combinations of Pacific fitted and flat sheets and pillow- 
cases; Supersorb® printed bath towels, hand towels and wash cloths; beach 
towels; dish towels; dish cloths and pot holders. Prepare now to sell more with 


Pacific! Order today! 


Contact Pacific Mills—one of the world’s leading resources—for complete infor- 
mation and price list including Special Brands on sheets, pillowcases, towels and 


jumbo packages. 


Specialty Sales Division 


PACIHG MILLS Ocvestics 


a division of M. Lowenstein & Sons, Inc., 1430 Broadway, New York 18, N. Y. 
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lustrated in a special section. charms are priced at $55 retail, larger waterproof and shock-resistant; fea- 
Contact Wallace Silversmiths, Lan- charms, $88 retail. Charms double as tures the Benrus crest at the 12 
caster, Pa. a pendant if desired. Pins are priced o’clock position on the numberless, 
at $37.50 retail. radiant dial, has luminous hands and 
‘Flowers of the month’ display Contact Charlson, Inc., 745 Fifth a sweep second hand. It retails for 
i Ave.. New York. $49.50 with a crafted attachment in 

shows charms, pendants and pins Florentine finish. 


Benrus ‘Jewelers Limited Edition’ 
features numberless dial 

The “Jewelers Limited Edition” by 
Benrus combines “quality and styling, 
distinctive packaging and a three- 
vear guarantee to bring the retail 
jeweler an exclusive new watch 
series.”’ 
































The 17-jewel, one-piece “Limited 

Charms, pendants or pins in 14K Edition Vernon” is described as an 
gold flower designs are featured in a extra-thin, all-yellow dress watch 
dispiay by Charlson, Inc. Small with unbreakable mainspring. It is 


TURN EYERS INTO BUYERS 





Contact Benrus Watch Co., 50 W. 
44th St., New York. 


Famous illustrator's art 

keys Keepsake advertising 
Ads with an “oval” will highlight a 
. new campaign by A. H. Pond Co. The 
by Emerson aa S$R122 drive is described by the company as 
“nrobably the most dramatic in 32 

Here’ front-window t ee years of national advertising.” 
ee re Tom aN The format revolves around the use 
recorder value that will —— —_— of an oval frame for the principal art 
stop them in the street... ee > <4 yf work by magazine illustrator John 
bring them right into your : Fi : | ) McClelland. In each instance, the 
store. The TELECTRO ‘ F . company said, oval and white space 
™ 7 | we surrounding it represents more than 

SR122 opens up the vast I!- — &. 4 50 per cent of the total space. 
brary of pre-recorded stereo \ +> al nd Pond said the oval motif is adapt- 
tapes to everyone... ata me + ee able to trade advertising, collateral 
price anyone can afford. . a ; - material and merchandising units, and 
\ oe _ added that the “Keepsake” oval will 
: | be used in most of the sales tie-ins. 





$ 95+ . ge 
ages 159. " Elgin to stress ‘American-made’ 
in watch display for retailers 


THE TELECTRO SR122 plays 4-track and 2-track stereo and monaural tapes through A window display for jewelers 
its built-in dual 6-watt amplifier speaker systems. Records crisp, lifelike 4-track and which stresses the theme, American 
2-track monaural. Gently tapered cabinet provides ideal stereo separation ... and gives Made,” is being offered by Elgin. x 
the SR122 a graceful appearance. The display features a “federal 
frame motif with a _ gold colored 
STEREO PLUS SIMUL-TRACK® Flip a switch, and the SR122 becomes a Simul-Track | American eagle and stars. The back- 
recorder. You can record on one track while you listen to a second track! Wonderful | ground panel has red, white and blue 
for home movie and slide fans . . . for students .. . music lovers... FOR EVERYONE! | bunting and copy stresses the models 
which are manufactured at Elgin, IIl. 


EVERY TELECTRO TAPE RECORDER IS A PROFIT-BUILDER | 4 \ire pox bracket supports two 


TELECTRO 


| “te 
TELECTRO MRS511 4 
mits . Portable profit-maker, le ef 
TELECTRO 5 ; i, Promotionally priced. PROMOTION oS 
MR112 Transistorized, battery- H introduces everyone tof “\wx 
7 | Operated tape recorder. the fun of tape 
America’s favorite recorder in No larger, no heavier recording! Ask your 
the under-$100 bracket! Ali the , | than a folding camera! @ Telectro distributor 
features of far more costly » 4 Records and plays any- @ about this traffic- 
recorders: 6-watt amplifier, 7” - thing, anywhere. Comes building plan that 
reel Capacity and two-speed with 7 penlite energizer turns tryers into 
drive—up to 4 hours of record/ batteries. buyers—or write 
play time. ONLY $99.95+ ONLY $99.95+ & direct. 





TF SUGGESTED LIST. SLIGHTLY HIGHER IN SOME AREAS 


® 
yeas of it +e oe + Ow he = x @ America's Leading Tape Recorder Specialist 


A Division of Emerson Radio »- ($) 680 FIFTH AVENUE * NEW YORK 19, N. Y. 
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watch boxes that have ‘“made-in- 
America” puffs designed to tie in the 
display. Over-all dimensions are 20 
inches high, 15 inches wide and 5 
inches deep. Two window streamers 
are included with red, white and blue 
theme. 


Pre-Met offers ‘Chameleon’ 
for limited U. S. merchandising 


Pre-Met Manufacturers, Ltd., have 
announced the introduction of a new 
ring, the “Chameleon.” The _ ring’s 
setting permits different colored stones 
to be interchanged by the wearer. The 
firm says an “easy to operate lock 
system allows the stones to be changed 
with a snap out-snap in action of the 
forefinger and thumb nail.” 

Each ring is boxed with a stone in 
the setting and four alternates. An 
illustrated display unit and customer 


’ 


mailers are being offered to “select’ 
wholesalers and manufacturers on an 
“exclusive” basis. 

Contact Pre-Met Manufacturers, 
Ltd., 195 Yonge St., Toronto, Canada. 


J-B display holds 16 watchbands, 
features gold-filled, stainless 


A trstergyyy Relais sit rat 
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A padded volume covered in white 
vinyl with gold colored decor opens 
to reveal 16 new Jacoby-Bender 
watchbands for men and women. 
Three ladies’ and five men’s yellow 
gold-filled styles are shown against 
a white and coral velvet background 
within a wooden frame. White gold- 
filled and stainless steel models are 
displayed on the right, against two- 
tone gray velvet. The presentation 
folder with 16 watchbands is priced 
at $126.20 Keystone. 

Contact your wholesaler. 
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New Cross pen and pencil dis- try the writing instruments with the 
play has removable writing pad pen point of their choice. Two chained- 
on pens with swivel pen-holders and 
replaceable writing tablet are attached 
to the front. An assortment of gold- 
filled and chrome pens and pencils is 
arranged on a blend of grey and blue 
pastel pads, under glass to prevent 
pilferage. 
Contact A. T. Cross Co., 1058 Broad 
St., Providence, R. I. 


New butane lighter display 
features pocket, table models 
A display stand for “Varaflame”’ 
A new version of the Cross “C/D butane pocket and table lighters was 
Demo Display” invites customers to introduced recently by Ronson Corp. 


Wir 


Everybody wins in this ‘““sweepstakes,’’— everybody who ships their old 
jewelry, optical scrap, sweeps, polishings, sink settlings and filings to 
Goldsmith in any form and any quantity. 


Our refinery is equipped, staffed and qualified (over 90 years) to re- 
cover every grain of gold, silver and platinum from your shipment. 


Our service assures prompt, dependable returns and checks that satisfy. 
20d. 
DIVISION OF NATIONAL LEAD Co. 


111 N. Wabash Ave., Chicago 2, Illinois + 74 W. 46th St., New York 36, N. Y. 





and most of the company’s 25 gas- 
powered table lighters. It is made of 
plastic with a black finish. The copy 
panel identifies the lighter on display. 
A “Multi-Fill” fuel cylinder is held 
in a gold-colored wire coil. 

Contact the Display Department, 
Ronson Corp., 1 Ronson Rd., Wood- 
bridge, N. J., or your wholesaler. 


New gift box for cultured pearls 
offered by Leys, Christie & Co. 


Leys, Christie & Co. offer this newly 
designed gift box with velvet-covered 
bottom and satin inner lid. It is cover- 
ed with a black, leather-like material 


The manufacturer says it can ac- 
commodate any of 26 pocket lighters 
and holds a cultured pearl necklace. 

Contact Leys, Christie & Co., 65 
Nassau St., New York. 





‘Holiday Assortment’ display 
shows Zippo lighter styles 

Five Zippo regular and slim-lighters 
are featured in a new “Holiday As- 
sortment HA-1200” display. Zippo 
said it is designed for maximum 
Christmas gift impulse sales. It is six 
inches wide, and is supplied with an 





WATCH SALES GO UP! 


... When you promote your repair department 


Statistics tell us that watch repairs account for at least 12% of the retailer’s annual 


business. In the smaller stores this figure may zoom to as much as 50%! From 
the standpoint of traffic creation and watch sales promotion, the repair department 


has no peer among all the jeweler’s lines. asortment of lighters. Gift boxes are 


What have you done recently to spark watch sales and repairs? Here's a cute included. ; 

twist that’s bound to please—and bring in extra profits, too! It’s a jumbo post card Contact Zippo Mfg. Co., Bradford, 
(6” x 6”) that you can use as a business builder. It simply states, “The watch you Pa. 

cherish and depend on deserves expert attention. Protect your watch investment 
by letting us inspect the movement now. An inspection costs nothing and may 
save you needless expense and inconvenience in the future. Drop in today!” The 
other side of the card is packed with interesting bits and pieces of little-known 
information on the operation and mechanics of a watch. 


Hagerty silver polish employs 
foam action in cleaning 


“Foaming action,” a familiar term 
among household cleaners, has reach- 





All you need do is address the 


card to past watch repair custom- 
ers, put on a 4¢ stamp, sign your 
store name and address, and mail. 
It’s definitely an appealing little 
mailer available to you at our 
printing and handling cost! 


USE THE COUPON TO 
ORDER YOUR SUPPLY NOW. 








Please send to me the following quantities 
of watch repair postal cards: (Check one) 


[] 250 cards 
[} 500 cards 
[] 1000 cards 


Street 


Send this coupon along with payment to 
JEWELERS’ CIRCULAR-KEYSTONE, 56th & 
CHESTNUT STS., PHILADELPHIA 39, PA. 








ed the silver polish industry, accord- 
ing to W. H. Hagerty & Sons. The 
manufacturer claims its “Silver 
Foam” combines washing and polish- 
ing into one operation. A_ small 
amount of the cleaner rubbed lightly 
onto the silver reportedly produces a 
lather that washes the silver and 
leaves it with an heirloom patina 
known as “butler’s finish” after dry- 
ing. The foam is rinsed from the sil- 
ver and hands in clear water; both 
tarnish and dirt are washed away in 
one stroke, the manufacturer claims. 

Contact Reed & Barton, Taunton, 
Mass. 
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DIS ON TEGRATOR: es sel tank 
THE WORLD'S MOST POPULAR cover and. SONitize 
ULTRASONIC CLEANER ... the Sata 
Same machine used by the U. S. 

Air Force and Navy for cleaning 

Satellite and guided missile parts 

... NOW AT THE 


FANTASTICALLY LOW PRICE 
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THE "' SONITESRATOR® SYSTEM 30 


The highest quality and lowest priced ultrasonic cleaner 
sold anywhere! More sold than the next 3 leading makes. 
Jewels, cameos, rings, castings, watch bands, lenses, 
and watch movements are made to sparkle with new 
brilliance. 


ULTRASONIC INDUSTRIES, INC. Dept. JC-K 10-61 
Ames Court, Engineers Hill, Plainview, L. I., N. Y. 
Please ship the following System 30 cleaners @ $69.95: 


t —y T 
COLOR Turquoise | Lt. Grey | Pale Green | Ivory ] Des. Sand | Wheat Yel Coral Pink 
QUANTITY 


NAME 





Only Ultrasonic Industries, Inc. offers all these features 
¢ Free 5 day trial with money back guarantee (less 
shipping) 
One year free service policy — 
Choice of 7 beautiful colors: turquoise, It. grey, pale 
green, desert sand, wheat yellow, ivory, coral pink. 
Broad band FM tuning 
Immediate delivery from stock 


(PLEASE PRINT) 


ADDRESS 
| understand that my money will be refunded if not completely 
satisfied after 5 day trial. 

[] check enclosed (freight prepaid) 

[] bill me (rated firms only) 

[] please send prices of SONitizer chemicals 
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Ames Court, Engineers Hill, Plainview, L.!., N.Y OV 1-2000 


ultrasonic industries. 
California: 4959 Weeks Ave., San Diego « Br 6-5551 


See your dealer or send check with order. Ask for information 
about U. |.’s SONitizer ultrasonic cleaning chemicals. 
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meet the NEW SOQOQ5 





HAMILTON ELECTRIC 


PART TWO 


by Henry B. Fried, JC-K horological consultant 


@ [HE ELECTRICAL IMPULSE SYSTEM 
in the Hamilton 505 is like that of 
the previous models, calibre 500, 
200A and 501. While knowledge of 
how the electrical impulse is im- 
parted to the balance is not abso- 
lutely necessary to the servicing of 
the watch, it 1s given here for 
those who wish to understand the 
Hamilton electromagnetic system 
more thoroughly. 

Frictioned into the pillar plate 
are two permanent magnets which 
work in conjunction with the coil 
on the balance, to impulse the bal- 
ance. The magnets allow balance 
and coil to pass over them without 
touching. Every magnet has a north 
and south pole. These magnets are 
set in the pillar plate so that the 
north pole of one magnet and the 
south pole of the other are pointed 
up as shown in Fig. 7. 

Two shunt bridges are situated 
in this movement, an upper and 
lower. The lower shunt bridge is 
held across the lower end of the 
magnets. The upper shunt bridge 
is supported by two pillars, and is 
separated from the poles by an air 
gap. The permanent magnets, two 
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shunt bridges and the pillars com- 
prise two magnetic circuits whose 
lines of force move as illustrated in 
Fig. 7. This sets up a uniform 
magnetic field in the air gaps be- 
tween the magnets and the upper 
shunt bridge. 

A coil, when energized, becomes 
similar to a magnet in that it pro- 
duces a north and south pole mag- 
netic field. In this watch, the south 
pole magnetic field is generated on 
the top side of the coil, while the 
north magnetic field is generated 
on the bottom of the flat coil. This 
is shown in Fig. 8. 

As illustrated, the magnetic lines 
of force flow from the north to the 
south pole of the coil. Notice that 
the lines of force on the right side 
of the coil move counterclockwise, 
while those on the left side move 
clockwise. Observe the reaction be- 
tween the uniform magnetic field 
and the field set up by the ener- 
gized coil. 

In Fig. 9, we show the balance, 
the upper shunt bridge, the lower 
shunt bridge and the permanent 
magnets (not to be confused with 
the small, thin permanent magnets 


underneath the indexing wheel). In 
Fig. 10, a cross section, we can ob- 
serve the uniform magnetic field. 
A and B, the magnetic 
lines generated by the coil move in 
the opposite direction to that of the 
uniform magnetic field. 

This causes the magnetic lines to 
cancel out or destroy one another 
in that area. However, at points 
C and D, the lines of force of the 
coil move in the same direction as 
that of the uniform field; this 
tends to strengthen the lines of 
force in that particular area. As a 
result, there will be a crowding of 


At points 


these lines of force at points C and 
D. Lines of force react similarly 
to rubber bands bent and stretched 
under tension—they try to straight- 
en out. The crowding of the lines 
at C and D will magnetically “‘flip”’ 
the balance by giving a magnetic 
impulse to the coil attached to it. 


Changing the Energy Cell 

The energy cell is held in place 
by a clamp having T-shaped ends, 
with a hole in each end. To release 
the clamp, insert the points of a 
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tweezer in either hole of the clamp 
and press toward the cell; then re- 
move the T-end from its slot in the 
pillar plate. Lift the clamp off, 
turn the watch over and the cell 
will fall out. 

Replace the cell, flat side up, with 
your fingers. Replace the clamp by 
placing one end in the slot pro- 
vided. Press the other end in place 
with vour tweezers. Be careful not 
to short out the energy cell by 
touching both leads of the cell with 
your tweezers or other metal ob- 
ject. That is why it is best to use 
your fingers in handling the cell, 


is slightly larger than that pro- 
This 


newer, larger cell is colored white 


vided for previous models. 
(stainless steel) rather than the 
gold color used previously. The en- 
ergy cells used in earlier models 
are not interchangeable with the 


calibre 505. 


Disassembling the 505 


1. Remove the upper shunt 
bridge: Turn the movement so that 
the coil is nearest you with the 
balance at its dead rest position. 
The upper shunt bridge will then 


be directly over the coil. Make cer- 


off the free end and gently pull this 
outward until the shunt bridge is 
well away from the balance. Then 
remove the other screw and lift 
off the shunt bridge. 

2. Remove the balance assembly: 
Disconnect the hairspring stud 
from the balance bridge, first mak- 
ing absolutely sure that the outer 
coil of the spring is free from the 
regulator pins. Lift the balance out 
carefully by placing the tweezers 
on its rim. Never grasp the coil 
with the tweezers. 

3. Remove the cell lead and con- 
tact endpiece from the dial side. 


rather than tweezers. A good sug- tain the two prongs extend out- Note—the contact endpiece serves 


gestion: lightly scratch the inser- ward, or toward you. Remove the the same purpose as does an end- 


tion date on the new cell. 
The energy cell of the calibre 505 


screw on the right side and par- stone cap for the lower index pivot. 


tially loosen the other screw. Lift It has a small plastic washer fast- 
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FIGURE 7 


Figure 7 illustrates the lines of force of the two magnetic circuits. FIGURE 8 


Figure 8 shows the magnetic fields generated by the energized coil. 
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FIGURE 10 


A cross section cf the same view, show- 
ing the movement of the lines of force. 


~~ PERMANENT — 
~~ MAGNETS 


Note the position of the shunt bridges, 
permanent magnets and balance assembly. 


FIGURE 9 
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UPPER COLLAR 
FINGER BLOCK 
LOWER COLLAR 


FIGURE II 


The finger block is resting on the lower collar in Figure 11. 








LOWER COLLAR 
FINGER BLOCK 
UPPER COLLAR 





FIGURE (2 


it 


should drop to the upper collar when the balance is inverted (Fig. 12). 


ened permanently to it which in- 
sulates it from the pillar plate 
(which carries current and serves 
as part of the circuit). It is held 
in place by the springy cell lead. 
The cell lead screws have insulating 
washers under their heads; these 
may be left on even during the 
cleaning process. The cell lead in- 
sulator, located under the cell lead, 
need not be cleaned—but should be 
removed from the pillar plate. With 
the cell lead off, turn the movement 
upside down and the contact end- 
piece will drop onto the bench. 


Cleaning Information 

Cleaning can be accomplished 
with any commercially recognized 
watch cleaning and rinsing solu- 
tion. They are all safe to use with 
the calibre 505. However, solutions 
used for everyday cleaning of 
watches become contaminated. It 
is suggested by Hamilton that the 
balance assembly and combination 
index-contact wheel be given a 
final rinse in a good grade of iso- 
propyl or denatured alcohol after 
removal from the cleaning ma- 
chine. 

Minute iron filings may have 


gathered on the two large perma. 
nent magnets under the balance as 
well as on the two small magnets 
under the index-contact wheel dur- 
ing cleaning. They can be removed 
easily by applying the sticky part 
of cellophane tape or similar ad- 
hesive to these surfaces. The tape 
will gather this dust without leav- 
ing its sticky adhesive on the mag- 
nets. 


Assembly And Lubrication 

1. Replace the stop lever; but do 
not oil it. 

2. Replace the train wheels. 
First, oil the center wheel jewel 
and jewel bearing of the long 
fourth wheel staff with Hamilton 
PML 79 oil. 

3. Replace the contact endpiece 
and cell lead. Never oil the contact 
endpiece. 

Place the endpiece, flat side down, 
in its recess over the contact-index 
wheel jewel. The exposed side 
should now reveal an indentation 
which matches a dimple in the cell 
lead. Replace the cell lead insula- 
tor, which insulates the cell lead 
from the pillar plate. Replace the 
cell lead. Make sure the cell lead 
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FIGURE 13 


FIGURE 14 


The finger block is aligned beneath the coil, and points at the coil’s 
center in figure 13. Figure 14 illustrates the correct best position. 


screws have their insulating wash- 
ers attached before replacing them. 
Do not oil the index-contact wheel 
This pivot must run 
dry. Lubricate all other jewels with 
PML 79. 

Screws: Train bridge, cover plate 


lower jewel. 


and set cap spring screws are iden- 
tical. 

4. The balance assembly: Before 
replacing the balance assembly, 
check the freedom of the finger 
block in the middle of the balance 
staff. 


should rest on the lower collar, as 


To do this the finger block 


shown in Fig. 11, with the balance 


assembly in a horizontal position. 
Invert the balance, with the hair- 
spring on the bottom, and the finger 
block should drop from the lower 
collar to the upper collar as shown 
in Fig. 12. If the finger does not 
drop between the collars and a light 
tap on the tweezers does not make 
it do so; the complete assembly 
must be re-cleaned. When assem- 
bling the balance to the movement, 
line up the finger block under the 
coil before putting the balance in 
place, as shown in Fig. 13. Note 
that the finger block is pointing di- 
rectly toward the center of the coil 
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over the magnets. Never oil the 
finger block. Never dry the balance 
in sawdust. It is easier to replace 
the balance without attaching the 
stud to the balance bridge, but the 
watchmaker can replace the bal- 
ance and bridge in the conventional 
manner if he desires. 


Beat Position 

Up to a point, the beat position 
has no effect on the performance of 
this electric watch movement. It 
can be obtained, however, in the 
following manner (refer to Fig. 
14.). 

Place the movement with the 
coil away from you and the fourth 
jewel toward you. Lightly place a 
sharpened piece of pegwood to the 
left of the balance arm opposite the 
eoil. Move the balance 90° counter- 
clockwise (to the right), and allow 
the balance to return slowly to its 
dead rest position in a clockwise 
direction. The arm will be approxi- 
mately centered over the fourth 
iewel if the movement is in beat. 
If it is not, the hairspring collet 
can be turned until this position is 
obtained. The energy cell lead 
should not be in the watch while 


checking the beat position as con- 
tact may be prolonged and drain 
the cell. ee 





NEXT 
MONTH 


In November the fourth 


and final part of Mr. 
Fried’s ‘‘A Watchmaker’s 
Guide to Electricity’’ will 
be presented, featuring 
a simplified expression 
of Ohm’s Law and its 
practical application in 
electric 


repairing an 


timepiece. 
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WORKSHOP 
QUESTIONS 
and ANSWERS 


LOOSE PIN—One of the steady 
pins in the escape wheel bridge 
of an older watch has become 
loose and I do not want to solder 
it since the heat might crack 
the jewel. Is there some method 
of securing the pin without dis- 
turbing the accuracy?—C. J. 
Kvnes, Royce, Mich. 

Answer: Place the part of the 
pin that is loose between two 
medium files of the same cut and 
roll the pin between them. This 
will raise a knurl and increase 
the pin’s diameter enough to re- 
quire forcing it into its hole in 
the bridge for security. 

x x +e 
DIRTY CLOCKWORK—I am using 
a heavy duty watch cleaning 
machine to clean clock move- 


174 


ments. I find regular cleaning 
solutions too expensive to use 
because they must be changed 
frequently. Would you recom- 
mend benzine and carbon-tet as 
practical and safe? If not, what 
are your recommendations ?— 
P. J. Hoffner, Hellertown, Pa. 

Answer: For watches, the 
commercial rinses are still best. 
They are safer, engineered to 
work with the watch and other 
chemicals, safe from fire, and 
present no health hazards—as 
well as being backed by an es- 
tablished company. If you feel 
that clockwork eats up too much 
of the solution, I would suggest 
you try any of the popular deter- 
gents advertised on radio or TV. 

A detergent will do a com- 
mendable job mixed with warm 
water and a little ammonia. Use 
boiling water for drying or 
rinse. The heated metal will 
evaporate the water clinging to 
it. 

Hot air forced through the 
parts from a commercial-type 
hair dryer also will do well. 

The best chemical rinse for 
water-based solutions, such as 
laundry detergent, is alcohol. 
You might try trichlorethylene 
or perchlorethylene (Perk), 
which are hydrocarbons. They 
are safe from flames and dry 
rapidly without deposit. How- 
ever, they are dangerous when 
inhaled. 

Under no circumstances use 
carbon-tet. The fumes are very 
injurious to the kidneys. 


*K * * 


PLYMOUTH CHIMES—I have in 
for repair a Plymouth electric 
chime clock movement No. 3659. 
I would like to know what notes 
are to be struck on the 14, 4, 
3, and hour. Would it be ‘“‘West- 
minster” chimes or some other? 
—Sparks Jewelers, Hialeah, Fla. 

Answer: You do not state how 
many chime rods or hammers 
there are. Assuming there are 
either four or five, it most like- 
ly would be ‘Westminster’ 
chimes. If that is the case, the 
music is as follows: 


For the first quarter, G sharp, 
F’ sharp, EF and B (descending) ; 
second quarter, #, G sharp, F 
sharp, B, EF, F sharp, G sharp, 
E’; third quarter, G sharp, FE, F 
sharp, B, B, F sharp, G sharp, 
EF’, F sharp, EF, B; fourth quar- 
ter, #, G sharp, F’ sharp, B, EF, 
F’ sharp, G sharp, EF, G sharp, 
KE, F sharp, B, B, F sharp, G 
sharp, #. The hours are struck 
as a dull chord of all the notes, 
part of the notes or, if a fifth 
gong is available, on C. Your 
clock may not have the exact 
notes as I set them down in their 
official specification but the 
tune is correct and should be 


followed. 
1K * bss 


W HITE GOLD—What alloy is used 
for melting white gold for cast- 
ings? What are the proportions 
of metals for making 18K white 
gold? Can I melt it in the cast- 
ing crucible with gas fire?— 
Athanassiou & Raptis, Athens, 
Greece. 

Answer: A typical 18K white 
gold alloy is composed of: 

Gold, 75 per cent; nickel, 15 
per cent; copper, 6 per cent; 
zinc, 4 per cent (or gold, 75 per 
cent; nickel, 12 per cent; copper, 
7 per cent; zinc, 6 per cent). 
This alloy is a hard metal and 
difficult to work. However, it 
keeps its color very well. It can 
be annealed at 750° to 800° C. 
and hardens quickly under the 
roller. If the alloy is pickled too 
frequently or annealed for long 
periods, it may tend to become 
vellowish. Do not quench this 
alloy. Anneal under non-oxidiz- 
ing conditions. 

For an 18K white gold that is 
more easily worked but a bit 
more expensive, the gold-palla- 
dium alloys answer very well. 
The proportions are: 

Gold, 75 per cent; copper, 1 
per cent; palladium, 18 per cent; 
silver, 6 per cent (or gold, 75 
per cent; palladium, 20 per 
cent; silver, 5 per cent). This is 
softer, but its annealing tem- 
perature is between 900° and 
1000° C. If a solder is required, 
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Master gives you a choice 


THE TYPE FOR YOUR PARTICULAR NEED 








DRUM MODEL, WATCH-RATE RECORDER 


Preferred by those whose work requires the most saved for future reference or given customers as 
thorough analysis and exacting correction of prob- — evidence of the excellency of your work. Watch- 
lem watches. Note the sharp dots on calibrated Master accuracy guaranteed, | part in 100,000. 
paper for quick, accurate reading. Charts may be Odd-beat watches print straight, on-time records. 









































WAT CHMMASTER CHART SPO-lO24 








TAPE MODEL, WATCH-RATE RECORDER 
Preferred where the instantly visible watch records ink or ribbon. Like the drum model, accuracy is 
permit fast work on commercial repairs and where guaranteed to | part in 100,000. Odd-beat watches 
continuous charts are desired. Prints by helix. No print straight, on-time records. 


The —_—. 
Watch Se yer or - WATCH CLEANER 


4% Master 
Complete in one cabinet 


Kies i naa 
Sate, fastest, most thorough. 


MOST BENCH ADVANTAGES a . a Po. Bm Several watches may be cleaned 
LOWEST MAINTENANCE = ‘ si — at ome, ao a clean, 
LONGEST LIFE ee. ax rinse, spin-dry operations. 
GREATEST VALUE 


ELIMAG WATCH DEMAGNETIZER 
15 times stronger than ordinary 
devices. Operating time 4g sec. 


DRUM AND TAPE WATCH-RATE RECORDERS ULTRASONIC WATCH AND JEWELRY CLEANERS . ELIMAG MAGNETISM ELIMINATOR 


AMERICAN VA AULA ES 


e A DIVISION OF THE BULOVA WATCH COMPANY, INC. 
61-20 WOODSIDE AVENUE, WOODSIDE 77, L.I., N.Y. 
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it can be made in this manner: 
Gold, 61 per cent; silver, 14 
per cent; zinc, 15 per cent; 
nickel, 6 per cent, and copper, 4 
per cent. This solder melts at | 261: 961 Csbas 
approximately 760° C., is very PP Pvere 
fusible, but more difficult to Ya 1o61Chitais= 
work than yellow gold solders. i | 
A lower melting 18K white gold 
solder is: 
HMMA ARAN VAN Gold, 56 per cent; silver, 16 
<i: oe om per cent; zine, 13 per cent; 
nickel, 9 per cent, and copper, 6 


CROWNS per cent. This melts at about 


Over half of all watches sold in the 740° ( 

U. S. today are Pin Lever Watches! : os , | 

Here is the most complete PIN LEVER | 7*?Y means that will melt the | @ Simo Labo <i 
gold will suffice; gas and air, | %lj 1961 Chistes | i) 


Crown assortment. | 0n0 0020 n0.0.000,028 
No. C 143/2 contains 1 white and 1 oxygen, acetylene gas, etc., are at ila: 
vellow each of 24 numbers including all good as long as the proper | i 
~ tla -rowns ith “QO” ing : 7 > 

7 waterproof crowns with T Oe heat is attained. The crucible 


washers. Total 48 crowns $10.25 
No. C 142/2 Starter System contains |] can be used for this casting. 


white and ] vellow of each of first 12 A soft 18K gold alloy is made 

numbers only. Total 24 crowns. The ad: 

other 12 numbers can be _ added : 

later $4.65 Gold, 75 per cent; nickel, 12 
per cent; palladium, 5 per cent; 


zinc, 4 per cent; cadmium, 4 per 


me NIE WALLE mccco cent. This is easily worked. The 4 | | y 
saith mus oe 18K gold alloy is made : ees God 1961 19 
of : | pirevernrenens 
SINCE 1877 Copper, 1314 per cent; silver, Wega i Ip 
BOWMAN 10 per cent; cobalt, 1 per cent; 
TECHNICAL chromium, 1% per cent. Extreme 
SY came. hardness can be had by heating 
making and repair- to 400° F. for several hours and 
ing ° ° ° 
a. mut tee aii tele iaialins allowing it to cool in the oven . 
enyiae gradually. It can be brightly Be sure your cards and 
a polished with ruby powder or packages are signed, sealed 


Our graduates pass certified master watch- se . ad deliver with 
maker tests and state examinations and are pol celain rouge. > a elivered wit 
Ss 


in great demand. 
* s 2K a 
Send for free Catalogue CHRISTMAS 


Your Future & Our Scheel’’ Bowman Bidg., Lancaster, Pa. PARTS? NYET!—I have a clock 
We NEVER have enough men to supply made by the Ansonia Clock Co. SEALS 


the demand . . | 
Where can I get parts for it? | T0 FIGHT TB 
Courses Approved for a “ 
Veterans & Stete Rehabilitation No one seems to have any in 


stock, and I don’t know the ad- | Me 8. our ae 
dress of the factory.—P. Hol- SEAL LETTER TODAY 


atch Case lender, St. Charles, Miss. | PA 


We repair all types of cases, chrono- Answer: The Ansonia Clock 
graphs and stainiess. and make coil 


springs for cases. We also sell used | Co., formerly of Brooklyn, sold 


replacement movements. + k t k d hi . 
rite for Information itS i0CK, StOCcCK and macninery 1n 
BECKER-HECK . 
29 Rat Medison Streeh Chicent an | | the late 1920’s—to the Soviet 


_ government. I don’t think they 


ACON @ are operating a mail-order busi- 
THE GUARANTEED WATCH CROWN ness. You might be able to get 

yee these parts by writing to E. 
ACON WATCH CROWN CO. Seardaccione, c/o Dr. Stuart, 


50 Eldridge $t., New Y 
Monutectorers of Gold Filled Cra, © 2120 Wantagh Ave., Wantagh, 


Complete line inciudi 
Seid through Whole’ a esbroot aM Lik ¥. 








“-*, 
hes ‘4 
< 


Coton 19 


Fe oe 1%) ¢ I 











J NNN NON NONOOTOiasseatatacas 
. 4 


ORDER FROM YOUR NEWALL JOBBER 








wht el 






































JEWELERS’ CIRCULAR-KEYSTONE, OCTOBER 1961 








ollectors 
Plaster” 








The collecting of clocks and 
watches has become a popular 
avocation. There are more than 
3000 persons actively collecting 
watches and clocks, and most of 
them are not in the jewelry or 
watch industry. This is reflected 
by the roster of the National As- 
sociation of Watch and Clock 
Collectors Inc., a national or- 
ganization with more than 3000 
members and 30 chapters. Chap- 
ter meetings are attended by 
more than a hundred persons 
regularly. At the latest annual 
convention in Pittsburgh, there 
were about 400 members from 
all over the country, including 
three nonagenarians. 

Collectors often specialize. 
Some stick to watches, while 
others collect only American- 
made clocks. Others specialize 
in clocks with elaborate music 
and chimes. Some have exten- 
sive carriage clock collections. A 
few members have all-round col- 
lections but pride themselves in 
one particular phase. Jean Roeh- 
rich, who writes for another 
publication, not only has a good 
all-round clock collection, but 
probably the best privately 
owned watch paper collection in 
the organization. 

Watch papers are circular bits 
of paper, embroidery, silk or 
other material occasionally 
found in the backs of old 
watches. Some have proverbs, 
poems or little sermons on them, 








Gem City Business College 
School of Horology Division 


Quincy, Illinois 


(Continuation of the Bradley School of 
Horology, Peoria, Ill.) 


Complete Courses in 
WATCHWORK 
ENGRAVING 
JEWELRY 
STONE SETTING 
New Classes Begin Every Monday 


Throughout the Year 
Write for Free Bulletin 


but most simply have the watch- 
maker or repairer’s name, and 
the date of repairs—with a little 
commercial thrown in. 

A good book on watch papers, 
written by Dorothea E. Spear, 
was published by the American 
Antiquarian Society in October, 
1951. My brother Fred, who 
also collects watch papers, once 
bought a worthless old watch 
because it had seven papers in 
the back. Each told an evolu- 
tionary story of the maker. The 
first paper told of the age and 
maker of the watch. The sec- 
ond showed both a change of ad- 
dress and a new date. The third 
showed that a son had taken 
over. The fourth paper told of a 
new partnership and the fifth 
attested that the partner had 
dropped the originator of the 
business and taken in his own 
son. The sixth paper showed the 
son in business alone and the 
seventh and final paper demon- 
strated that quite an interval 
elapsed between servicings, al- 
though the owner’ remained 
faithful to his watch and out- 
lasted its repairers. 

*K * * 

AN EARLY CHRONOMETER? — I 
have two old watches and desire 
age and information about them. 
One is marked John Harrison, 
Liverpool. Is it possible that 
this is the Harrison who invent- 
ed the chronometer in the 1700’s 
and received the £20,000 prize 
from the British government? 
The other is marked M. J. To- 
bias of Liverpool. Both are 
similar in design with key wind, 
patent lever, and full jeweled. 
—Andrew Frew, Dolton, Ill. 

Answer: M. I. Tobias made 
both these watches —and im- 
ported many more from Switz- 
erland—about 1840. He export- 
ed them in great quantities to 
America. They are very well 
made and many still run. They 
are not rare. The John Harri- 
son watch, I suspect from: ex- 
amining many such markings, 
was the product of the Tobias 


“May | engrave it for you, now?” sells 
rings and keeps them sold. You can give 
immediate engraving service right in your 
own store with a New Hermes Ring 
Engraver — engrave stock numbers too. 
It’s tracer-guided, simple to operate. 
Fully equipped, $179.00. Write now 
for a demonstration. 


new hermes 
ENGRAVING MACHINE CORP. 
154 W. 14th ST... NEW YORK 11, N. Y. 








family who used this name so it 


In Canada: 359 St. James Street West, Montreal, P. Q. 





JEWELERS' CIRCULAR-KEYSTONE, OCTOBER 1961 177 





would please certain types of 
buyers. John Harrison made 
only four “chronometers,” and 
the last was the timepiece that 
won him the award. All of 
them are in the possession of 
the British government. Liver- 
pool watches usually date from 
the 1830’s and later. 


* a «4 


ANOTHER ONE?—TI have a solid 
gold watch with fusee move- 
ment, which has a gold dial and 
hands, and a heavily engraved 
case. It is marked M. I. Tobias 
& Co. On the inside of the case 
is marked Acerly & Briggs, 158 
Bowery, 29057—the number 
which corresponds to the num- 
ber on the movement.—Ceder- 
quist Jewelers, Ashtabula, Ohio. 

Answer: Another Tobias? 
see my answer to Andrew 
F'rew’s question. The New York 
importer’s name adds interest. 
Actually, the gold dial is more 
valuable than the movement 
since they are being used today 


by jewelers to make “antique”’ 
brooches. 
* * * 


THE NAME’S THE SAME—lI re- 
cently came in possession of a 
watch that bears my own name. 
Could you tell me how old it is 
and give me some history of the 
watch? It is marked “Jules Per- 
rin’ in several places. It has a 
lever escapement, measures 19 
lignes, has a hunting case, and 
the movement is’ numbered 
5828.—J. C. Perrin, Jr., Green- 
ville, S. C. 

Answer: Your watch was 
made after i859, because few 
Swiss watches before that time 
used the lever escapement. The 
low number shows that it was 
made about the time that some 
automatic machinery was being 
used—yet it indicates a better 
quality watch because the Swiss 
used serial numbers on only 
their better products. The Per- 
rins were a watchmaking fam- 
ily in LeLocle in the 1770's. 


Other Perrins worked in Neu- 
chatel in the early 19th century. 
No records are available of 
makers after the 1840 period, 
because later watches were not 
individual, hand-made products. 
You do not describe the plates, 
bridges, type of winding and 
hand setting, or the number of 
jewels. If you could send a 
photo of the watch, I might be 
able to give you a closer estimate 
of the watch’s date of manufac- 
ture. Therefore, I can _ only 
guess the watch to have been 
made about 1880. 


* ¥ * 


ILLINOIS WASHINGTON — When 
was the Illinois watch number 
14502 with the markings 
“George Washington” made. It 
is key wound and key set. Is it 
valuable ?—Ann Louise Hackett, 
Springfield, Ohio. 

Answer: This Illinois watch 
was made in 1873. It is not yet 
rare and not particularly valu- 
able. 











sharing fund. 
g 


SUCCESSFUL EXPERIENCE 


Some of our sales representatives who 
have enioyed years of successful selling with 
Keepsake are now getting ready to retire 


with full benefit from our outstanding proft 


Therefore, America’s largest selling dia- 


mond ring line will have a few openings for 


A CAREER OPPORTUNITY FOR MEN 30-45 WITH 


program in the diamond ring field. Every 


Communicate in strictest confidence with 


Sales Department 


A. H. POND CO. 


120 East Washington Street 
Syracuse 2, N. Y. 


IN JEWELRY FIELD 


career salesmen who have 
ability to earn larger incomes. These men 
will represent a product of quality and in- 


tegrity, pre-sold by the largest advertising 


sales aid and support will be given to the men 


selected, along with many fringe benefits. 


the desire and 
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CLASSIFIED ADS 


RATES AND REGULATIONS 


“SITUATIONS WANTED’’—Regular type $3.00 first 25 words; 
additional words, 10 cents per word. Heavy type $8.00; addi- 


tional words 25 cents per word. 


“HELP WANTED’’—‘“LINES WANTED’’—and “SIDE LINES’’— 
Regular type $5.00 first 25 words; additional words 15 cents 
per word. Heavy type $8.00 first 25 words; additional words 


25 cents per word. 


ALL OTHER HEADINGS—Regular type $9.00 first 25 words; 
additional words 25 cents per word. Heavy type $13.25 first 
25 words; additional words 30 cents per word. 


Name, Address, Initials and Abbre- 
viations count as words. 


If answers are to be forwarded, 20 
cents extra to cover postage must 
be enclosed. 


No Agency Commission. 


In answering Box Numbers address 


envelope "Box —,’’ 


@ Advertising matter addressed to 
classified advertisers will not be de- 
livered. 

@ Classified ad form closes 10th of 
the month preceding date of issue. 

@ A box number when used in ad 
counts as five words, that is, Ad- 
dress #13, care of J C-K.”’ 


core of Jewelers 


Circular-Keystone, unless otherwise instructed. In answering ads, do not 


enclose letters of recommendations. 


JEWELERS’ CIRCULAR-KEYSTONE, Chestnut & 56th Sts., Phila. 39, Pa. 


Es age * * li 


we 


SITUATIONS WANTED... 


DIAMOND BUYER. Thoroughly experi- 
enced in buying and mounting of dia- 
nionds Iexcellent references. Address, 
‘F.. 6993,” care of JC-K 


JEWELER. Special order, from design or 
duplicate. Platinum or gold. Also re- 
pairs of any kind. Only steady work, 
$3.50 per hour. Address, ‘662, care ot 
JC-Ihk 


WATCHMAKER, 34, family man; 19 
vears experience at bench & counter 
work: no bad habits; fast, accurate 
locate anywhere; address, “D, 6950," 
cure of JC-kK. 


JEWELER & DIAMOND SETTER. Top 
salary, 40 hours, 5 day week. Must 
have well equipped shop. Steady, per- 
manent employment Adaress, “Dp, 
6744," care of JC-K. 


JEWELRY STORE MANAGER, 25 years 
experience; all phases retail ‘redit 
business; available now; will relocate 
anywhere: excellent references; = ad- 
dress, “P, 6960," care of JC-K. 

MODEL MAKER. Employed by top men’s 
rine manufacturer, diamond mountings, 
stone, emblem, metal and rubber molds 
Complete production know-how. Ambi- 
tious. Address, “*M, 6973,” care of JC-K. 

WATCHMAKER & JEWELER has own 
tools: 15 years: excellent store and 
importer experience; full charge repairs 
and estimating; seeks position on West 
(coast. Address, “‘A, 6960,"" care of JC-K. 


JEWELRY SALESMAN. Diamonds, 
fine jewelry. High class retal trade. 
Many years experience. Managing 
capacity with the finest references. 
Please write to “F, 6990,” care of 
JC-K. 

DIAMOND BUYER, gemologist, desires 
position in New York Metropolitan 
area. Presently employed with large 
ring firm. References and resume on 
request. Address, “H, 6975," care of 
JC-K, 
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WATCHMAKER, desires position in 
Northeastern U. S.:;: 18 years experi- 
ence: graduate of ;owmans: railroad 
watch inspection experience ; take com- 
plete charge address, “N, 6952," care 
of JC-K. 


DIAMOND BUYER, SALESMAN. 20 
vears experience with diamond im- 
porter. Member Diamond Dealers Club. 
\ggressive, Personable, age 40. Seeks 
rewarding position. Address, “S, 6982," 
care of ‘ oi 


DIAMOND ASSORTER. Experienced 
woman used to office routine. Ten 
years in previous position. Immedi- 
ately available. New York area. Ad- 
dress, “E, 6899,” care of JC-K or 
call N. J. NO 4-3401. 


DIAMOND MAN: TOP LEVEL. Seeks 
position finer N. Jersey store; $150 
weekly plus rational commission ar- 
rangement Marvelous record of ac- 
complishiment. Address, “S, 7003."" care 
ot JC-K 


BOOKKEEPER, ACCOUNTANT: exten- 
sive expert experience; Knowledge of 
every phase of jewelry business; out- 
Standing record: seeking responsible 
position New York City: address, “659,” 
care of JC-K. 


THOROUGHLY EXPERIENCED, retired, 
all around engraver wishes seasonal or 
permanent employment with fine store 
where individual designs and quality 
monogramming are appreciated. Ad- 
dress, “B, 6983,” care of JC-K. 


WATCHMAKER. Quality work. Experi- 
enced young married man_ seeking 
position in central Illinois. Also inter- 
ested in leasing repair dept. in pro- 
gressive store. Have complete tools and 
equipment. Address, ““Y, 7019,’ care of 
JC-K. 


TOP DIAMOND & WATCH SALESMAN, 
experienced in all phases credit jewelry 
business, desires connection as work- 
ing partner; share of partnership to 
come from profits: presently employed 
as manager at $15,000: address, “kh, 
6917," care of JC-K. 

YOUNG SWISS MAN, experienced de- 
signer seeking position with future, 
with jeweler. Able to manage orders, 
select and fit stones. Full knowledge of 
French and German. 10 Years experi- 
ence. Can furnish references. Address, 
“A, 6978,"" care of JC-K. 


MANAGER-SALESMAN, 35 years old, 15 
years experience in ali phases of credit 
operation. Have managed stores in 
Southeast past 10 years. Also graduate 
of jewelry school. Presently employed 
“as manager in small chain operation. 
Address, “R, 7001,” care of JC-K 


TOP NOTCH creative diamond and watch 
salesman; 30 years experience credits, 
collections, merchandising and window 
trim; age 50, college graduate; pres- 
ently employed as manager for credit 
chain at $12,000 per year; desires 
change; address, “K, 6914," care of 
JC-K 


OFFICE MANAGER, complete charge. All 
phases of bookkKeeping, payroll, billing, 
production control, correspondence, col- 
lections & office systems. Seeks per 
manent position with New York City 
jewelry manufacturer. tesponsible, 
highest references. Address, “G, 7012,” 
care of JC-K. 


YOUNG EXECUTIVE presently manag- 
ing one of the largest volume credit 
stores in New York. Planning to settle 
in los Angeles soon. Have excellent 
references. Can handle supervision of 
group of stores or would like to combine 
management with merchandising. A¢ 
dress, “B, 6992," care of JC-K 

ONE OF AMERICA’S BETTER WATCH- 
MAKERS desires repair department in 
well established store, on concession or 
lease; tully experienced in all phases 
of watch repair and repair depart- 
ments ; will increase your gross; 
Florida or coastal area; exchang: 
references ; address, “RR, 6971,” care of 


JC-K 


MANAGER, BUYER, ASSORTER Kx- 
perienced businessman, expert in dia- 
monds, with the best connections in the 
trade, highest reputation in the dia- 
mond circles. Has office in New York 
and looks to represent large diamond 
irm or retail chain store concern. For 
buying, negotiating, or shipping in goods 


for inspection. Address, “K, 6976, 
care of JC-K. 


AVAILABLE. Now general manager 
credit jewelry store chain. Thoroughly 
experienced promotions, personnel 
organization, systems, training, pur- 
chasing and finance. Selecting and 
negotiating new locations or buying 
complete stores. Established, successful- 
reputation. Sound reason for desiring 
change. Prefer Southern Florida. Mini- 
mum salary based on results, $12,000 
(‘complete resume available Inquiries 
confidential. Address, “C, 6974," care 
of JC-K. 


BALTIMORE RESIDENT desires strong 
lines for large and small towns in 
Delaware, Maryland and D. C. Address, 
“H, 6988," care of JC-K. 

SALESMAN: seasoned, able, good follow- 
ing, West and Southwest ; prefet 
established line with draw; no promo- 
tional lines please; address, “R, 6901,” 
care of JC-K. 


SALESMAN with Chicago office, cover- 
ing the Midwest, Southwest, calling on 
wholesale jewelers, costume jewelry 
jobbers and chain store. Open for a 
strong line. No retail line. Address, “A, 
6977." care of JC-K. 

YOUNG, AGGRESSIVE, AMBITI- 
OUS, Diamond ring salesman; cov- 
ering Middle Atlantic States for na- 
tionally krown ring firm last 10 
years; highest references; will deal 
with principals only; will relocate; 
“6843,” care of JC-K. 

CALIFORNIA RESIDENT. Well 
qualified and experienced traveling 
salesman, 44 years old. High ecali- 
ber. Desires diamond ring, watch 
or 14K gold jewelry line. Prefers 
established quality line. Address, 
“S, 6999,” care of JC-K. 
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400 SALESMEN TRAVELING Texas, 
Oklahoma, Louisiana, and Arkansas to 
choose from; write; TOLA TUMBLE- 
WEEDS, (Southwestern Gift & Jewelry 
Traveling Men's Association) c/o BEN 
WALDMAN, Executive Director, Dallas 
Trade Mart. 


Dallas i, Texas. 


ALESM AN: diamond. stone, wed- 
ding rings, ‘charms, watch lines, cat- 
alogue lines, etc.; wants one good 
major or several lines; covers Mid- 
die Atlantic States for many years; 
all worth while propositions will be 
considered; address, “6842,” care of 
JC “K. 


PHILADE L p HIA, BALTIMORE, Ww ASH- 
INGTON. I am carrying one fine line 
and have room for one companion line 
for the above territory. Have entree to 
the best stores. Only interested in a 
lime with a _ substantial established 
nucleus. Address, “S, 7017," care of 
JC-K 


rFOLDEN OPPORTUNITY FOR 

MANUFACTURERS; one of the 
nation’s highest ranking represen- 
tative covering eastern states, New 
York to Michigan for the past 32 
years, traveling 35 weeks a year 
desires 14kt solid gold lines: plat- 
inum, diamond lines;traveling ‘clocks 
& watch promotion lines; emblem 
rings, gold bracelets, charms, etc.; 
has most powerful connections. in 
the East, with jobbers, credit stores, 
discount houses, department & large 
retail stores; you cannot fail with 
this business builder; if you have a 
good line for me, contact me at 
once; commission basis; address, 
“TI, 6909,” care of JC-K. 








AVAILABLE: outstanding stone ring and 
wedding ring line for additional volume - 
commission basis; only salesmen with 
establish _. territories considere d: write 

“B. 6963,.”’ are of JC-K. 


SPIRAL BRACELET Saithaetienin with fol- 
lowing among wholesalers and other 
large quantity users on East Coast. 
Gold, filled, sterling, top eS Ad- 
dress, C, 6981,” care of JC -K 


MANUFACTURER of higher priced 
custom watch bands, wants men now 
calling on better jewelers: small line: 
high commission: excellent as second 
line; JACK LAUFER, 206 Seventh, 
Brooklyn id, N. Y¥. 


SALESMA N with 


' wholesale ana chain 
following for a compact line o. i 
stone and pearl rings, 10K and 


Covering Midwest or Gulf 
Nationally known line, commission 
basis. Address, “S, 6984,” care of JC-K. 


DIAMOND RINGS Opportunity for 
Salesmen with established follow- 
ing to sell wide assortment at very 
substantial savings to customers. 
State experience and give refer- 
ences. GORDON BROTHERS, 38 
Bromfield St., Boston 8, Mass. 
HAncock 6-3233. 


EXCELLENT OPPORTUN NITY. ‘We 
want an experienced man to sell 
our watches as his second line in 
metropolitan New York. One of the 
leading fashion lines in the coun- 
try with established volume ac- 
counts for immediate income. Pre- 
fer solid background selling to 
jewelers as well as department and 
specialty stores; Reply in detail in 
strictest confidence to “T, 7008,” 
care of JC-K. 
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HELP WANTED 


EXPANDING Florida chain needs 
managers. Top salary and bonuses. 
Address “J, 6969,” care of JC-K. 

JE WE L RY “DE SIGNE R: sample maker 
preferably with experience’ in gold 
filled; steady position; KREME NTZ & 
CO. 49 ( *hestnut St., Newark, N. J 

JEWELER, STONE SETTER, engraver 
or combination. Capable of supervising 
trade, shop work, including production 

“ a 





manufacturing. Address, 6991,” 
eare of JC-K. 





COMP LETE TOP LINE, including 
charms, bracelets, brooches, etc., for the 
better store in 14K, sterling, gold filled. 
Desirable territories open. All informa- 
tion confidential. Address, “C, 6980,” 
care of JC-K. 

WATCHMAKER, permanent position, 12 
months steady work at good starting 
salary. Must be experienced and furnish 
best of references. Apply, HILLMAN 
JEWELERS, INC., 612 Wabash Ave., 
Terre Haute, Ind. 

DI AMOND SETT ER, : must be experi- 
enced in fine work; modern shop, 
paid vacation, insurance benefits, 
steady work; opportunity for right 
man; location, Dayton, Ohio; ad- 
dress, “J, 6864,” care of JC-K. 

A CAREER OPPORTUNITY NOW 
AVAILABLE TO A FEW MEN 
WHO SEEK LARGER INCOMES 
IN 1961. SEE OUR AD ON PAGE 
178. A. H. POND CO, 120 E. 
Washington St., Syracuse 2, N. Y. 











STONESETTER and all 
repairman. Twelve months 

work at good starting salary. 

be experienced and furnish best 
fe rences. Apply, HILLMAN 
sERS, INC., 612 Wabash Ave., 
la ute, Indiana. 


JEWELER, 
around 
+ wed 


JE W EL ER, oneal siion work; must 
be able to work from designs: 
modern shop, paid vacations, in- 
surance benefits, steady work, op- 
portunity for right man; location, 
Dayton, Ohio; address “F, 6865,” 
‘are JC -K. 

OPPORTUNITY for jewelry sales- 
man. Assist owner managing, buy- 
ing, advertising, promoting. Good 
salary, commission, extras, insur- 
ance, interests. Contact immediate- 
ly DALES JEWELERS, 313 Tex- 
as St., Shreveport, Louisiana. 

WATCHM AKER, Able to wait on cus- 
tomers and do first class work. Po- 
sition permanent. Must have good 
references and experience. Give 
age, experience and salary desired. 
Northern New Jersey town. Ad- 
dress, “R, 6996,” care of JC -K. 

M AN AGER, $10, 000 PLUS Ss. Expe- 
rienced for credit jewelry store in 
upper Midwest. Town of 35,000. 
Must be a good salesman. Top sal- 
ary, plus percentage, bonus and 
fringe benefits. Replies confidential. 
Address, “G, 6979,” care of JC-K. 

OPPORTUNITIES for manager & as- 
sistant, salesman & _salesladies, 
bookkeeper & repair estimator; for 
BUSCH & SONS JEWELERS, Est. 
1880; new stores in Newark, N. J.; 
phone MR. BUSCH or MR. LA 
POUR at REdwood 6-1131. 














CREDIT JEWERLY STORE MAN- 
AGER. Excellent position and op- 
portunity. Must be top salesman 
and have managerial background. 
Send complete details to EUGENE 
H. GOODMAN, GOODMAN JEW- 
ELERS, 401 “E” St., San Bernar- 
dino, Calif. 


JEWELRY SALESMAN, to represent well 
known mfr. of 14K gold and platinum 
ladies and gents diamond mountings, 
watch attachments, pendants, etc. To 
cover established West Coast to West 
Texas territory. Draw against com- 
mission. Address, “F, 6994,” care of 
JC-K. 

ADMARK NEEDS 2 live wire ag- 
gressive salesmen that know how to 
sell the finest and largest line of 
scarabs and cameos, one for New 
England and New York State, one 
for New York City and vicinity. 
Write, ADMARK, 714 Sansom St., 
Phila. 6, Pa : 

SALESMEN with established terri- 
tory for the Midwest & West Coast 
to carry a popular priced gold ring 
line and diamond line; commission 
and drawing; state experience, ter- 
ritory and references; SCHWARTZ 
JEWELRY CoO., INC., 850 Elk St.., 
Buffalo 10, N. Y. 


WATCHMAKER & ESTIMATOR for 
high grade jewelry store. Excel- 
lent opportunity for good man in 
large concern. Five day week, full 
benefits. Apply stating age, exper- 
ience and salary expected. LUX, 
BOND & GREEN, INC., 70 Pratt 
St., Hartford, Conn. 
SXPERIENCED SALESMAN for a 
fine retail jewelry store. Excellent 
opportunity for a good man in a 
large concern. Five day week, full 
benefits. Apply stating age, expe- 
rience and salary expected. LUX, 
BOND & GREEN, INC., 70 Pratt 
St., Hartford, Conn. 


IXCEPTIONAL OPPORTUNITY | for 
ambitious jewelry store salesman _ to 
assist owner in clean, middle-class 
credit operation. Right man can take 
full charge whenever qualifications are 
proven and will have option of partial 
ownership if desired. Address, 
SANIEL’S, 270 Main St., Poughkeepsie, 
NM. Zs . a See e 

WE ARE SEEKING the services of an 
experienced southern gentleman to as- 
sociate with an AGS type organization 
as a key man with managership in one 
vear. Excellent opportunity for right 
party. Complete resume, snapshot and 
references first letter. All replies held 
in strict confidence. Write, P. O. Box 
626, Thomasville, Georgia. Pa 

ADVERTISING MANAGER. Large 
AAA-1 rated Southern jewelry 
chain is looking for advertising 
manager who can assume complete 
responsibility and create ideas. This 
position pays $12,000 plus bonus 
and profit sharing plan. Our em- 
ployees know of this ad. Address, 
“F, 6968,” care of JC-K. 

JEWELER or fine je welry store in new 
modern shopping. Must be capable of 
doing general jewelry repair work and 
setting occasional major diamonds. 
Ideal working conditions, well equipped 
shop, all equipment necessary to do the 
job. Salary $125.00 up depending on 
ability. Reply to MAX DAVIS, 
JEWELER, 3301 W. Central Ave., 
Toledo, Ohio. 


WE HAVE AN OPENING for an ag- 
gressive sales manager in one of 
our retail stores in the Midwest; 
good salary, bonus arrangements, 
hospitalization and good opportu- 
nity for advancement to supervis- 
ory area for a man who is not 
afraid of hard work and who is a 
good producer; address, “S, 6949,” 
care of JC-K. 
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SALESMAN WANTED. Prefer Gem- 
ologist but not essential. To wait 
on customers, take care of repair 
department and have knowledge of 
diamonds and colored stones. Prefer 
young man 25 to 35 years old. In 
town in Northern New Jersey. 
Must have retail experience, good 
references and background. <Ad- 
dress, “B, 6997, ” care of JC-K. 


W ATC HM AKE RS and ‘department man- 
augers; openings in leased watch & 
jewelry repair departments in leading 
department stores throughout country ; 
old established company seeking only 
men interested in permanent positions; 
excellent working conditions; group 
health plans; profit sharing and pen- 
sion plan; state age, experienced ; ad- 
dress PEOPLE'S WATC HH REPAIR 
CO., od -23rd St., Toledo 2, Ohio. 


SAL ES REPRESENT, ATIV ES. One 
of the nations largest importers of 
quality French and Italian sun- 
glasses, offering an established line 
now being sold to department 
stores through our New York show- 
room. Our price ranges could com- 
pete in any department retailing 
from .98 to $45.00. Several choice 
territories open for top men. Ad- 
dress, “V, 7011,” care of JC -K. 


SALESMAN, YOU NG, AGG RES- 
SIVE, AMBITIOUS. Cover estab- 
lished Southeast territory. Repre- 
sent leading manufacturer of gold 
findings and mountings to manu- 
facturer, wholesaler, large chains. 
Exclusive line will bring 5 figure 
income to right man. Must locate 
in Atlanta. Give exeprience, quali- 
fications and references. Address, 
“K, 7015,” care of JC-K. 


Ww ATC HM AKE RS and estimators, ‘for r re- 
pair departments in retail department 
stores; national organization connected 
with one of the largest retail depart- 
ment chains in the country; employee 
discount, group hospitalization plan; 
excellent future for person with pleas- 
ing personality and willing to assume 
responsibility; positions open in the 
Kast, South, Midwest and Southwest ; 
address, “Circular Box 356,” 360 N 
Michigan Ave., Chicago, Illinois. 


Ww ANTED! EXPERIENCED | ‘DI ‘. 
MOND SALESMAN, COLORADO 
TO THE PACIFIC COAST. We are 
looking for a representative who 
commands a definite following to 
call on our customers and his own 
friends. Wonderful opportunity for 
the right man to earn big money. 
Liberal drawing account. H. HAM- 
BURGER CO., INC., 22 W. 48th 
St. New York 36, N. Y. PL 7-8790. 


SAL ESM AN: West Coast representa- 
tive with following among chain 
and retail stores wanted for nation- 
ally known manufacturers line of 
ladies and mens completely mount- 
ed diamond rings, bridal sets, pend- 
ants, pins and pearl rings; all 
sales and promotion aids; non-con- 
flicting line O.K.; address, S. REI- 
MAN & SONS, 64 W. 48th St., New 
York 36, N. Y., or P. SILVER- 
STEIN, 2201 Sacramento St., San 
Francisco, Calif. 


DIAMOND SALESLADY ; exceptional 
opportunity for experienced, mature 
diamond saleslady to sell medium and 
better quality diamond merchandise, as 
well as gold jewelry, pearls and 
watches: women have occupied posi- 
tions in our organization usually held 
by men in better jewelry stores; if 
you are persuasive with a _ successful 
record in diamond sales, but not 
properly paid or recognized, call 
SAMUEL GORDON & CoO., or write 
Cravens Blde.. Oklahoma City, Okla- 
homa, or write. 
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CREDIT JEWELRY STORE MAN- 
AGERS AND SALESMEN; large 
growing Eastern Credit Jewelry 
store chain with stores in North- 
east and Florida has openings for 
experienced jewelry store managers 
and salesmen; excellent training 
program for salesmen who aspire 
to managerial positions; good sal- 
ary, pension plan and other bene- 
fits; if you are ambitious and de- 
sire to get ahead write S. W. RU- 
DOLPH, RUDOLPH’S DEPEND- 
ABLE JEWELERS, 541 S. Clin- 
ton St., Syracuse, N. Y. 





JEWELRY FACTORY For Sale. 





MANAGERS & SUPERVISORS. 
HERE IS THE OPPORTUNITY 
YOU HAVE BEEN WAITING 
FOR! If you are eager to work 
hard and grow with a large ex- 
panding jewelry chain, this is your 
chance. We need sharp, aggressive 
men, who are now managers or 
supervisors to join our company 
in either capacity. We have no easy 
formula, but offer top earnings and 
Profit Sharing Plan. Write stating 
age, experience, salary now making 
and expected starting salary along 
with recent snapshot to, S. K. 
FRIEDMAN, P. O. Box 874, At- 
lanta 1, Georgia. 

G ORDON’ S JEWEL ERS N EEDS 
STORE MANAGERS with previous 
retail jewelry experience. Gordon’s 
has 95 stores in Florida, Texas, 
Louisiana, Arkansas, Alabama, Ari- 
zona, Mississippi, Tennessee, New 
Mexico and Puerto Rico. Many new 
stores are under construction for 
opening in 1961. Many more are 
planned. We need good, hard work- 
ing men with retail jewelry expe- 
rience for future supervisors and 
zone managers. Must be _ willing 
to relocate. Excellent salary and all 
company benefits, including Gor- 
don’s famous Profit-Sharing Plan. 
Write or call for personal interview 
in strict confidence. MR. JAY 
COHEN, GORDON JEWELRY 
CORP. 600 Stewart Bldg., Houston, 
Texas. Telephone CA 2-2345. 


“FOR SALE 
Stores, Stocks and Businesses 


€ 


Estab- 
Good line. With 
Outside New 4 
Address, “U, 


lished 60 
without building. 
Owner retiring. 
care of JC-K. 

JEWELRY STORE FOR SALE. Eastern 
part of North Carolina. Unable to 
operate due to old age, is reason for 
selling. Address, “R, 7016,” care of 
JC-K. 


years. 





MODERN, air conditioned 

store, in Southern City 16 
Clean, low inventory and rent. 
Plenty re- 
Address, 


SMALL, 
jewelry 
vears. 
Excellent main st location. 
pairs. Ideal for watchmaker. 
“W, 6989,” care of JC >- 





JEWELRY STORE, SOUTHEASTERN 
WISCONSIN. Long established, reliable, 
good repair business. Trade area 25,- 
000, growing rapidly. Excellent future 
outlook. Selling for personal reasons. 
Address, “H, 7002,” care of JC-K. 





"INE JEWELRY CONCESSION. In high 
class department store, New Jersey. 
Excellent repairs, exclusive franchises, 
unusual opportunity. Must sacrifice now. 
Ill health. Address, “B, 6985,” care of 
JC-K. 


SMALL JEWELRY STORE, 











Fort Lauder- 
dale, Florida. A-1l1 watch repair and 
reputation. $6,000 includes good stock, 
fixtures, 6 like-new show cases, air 
conditioner, etc. It’s a good one. Ad- 
dre ss, “W, 7014,” care of JC-K. 


WILL SACRIFICE. WANT TO RETIRE 
Fine, old established jewelry store in 
Central New Jersey. Excellent repair 
department. Good retail business, cash. 
(Good prospect for credit business. Ad- 
dress, “M, 7013,” care of JC-K. 


WILL SELL retail je welry store. Cum- 
muting city of 75,000 from metropolitan 
New York. Leading jeweler with best 
city and suburban trade for 50 years. 
Priced at inventory, gross $80,000 to 
$100,000. Ideal for jeweler-watchmaker. 
Employes 4. Good lease. Price $50,000. 
(‘ontact Mr. Kay, Room 1900, 21 E. 40 
__ St., New York i6, i a 


SOUTHERN CALIFORNIA . modern 
jewelry store, clean; excellent repair 
and retail business : income property 
on same lot, 3 bedroom house, 2 bed- 
room house, and an office building: 
excellent condition and location; illness 
manne quick sale imperative: price for 

$29,000; address, “S, 6953,” care 
of Ie. kK. 

SSTABLISHED 8&8 YEARS. Net profit 
averaged $20,000 year and still doing 
well. Modern credit store, 2 hours from 
New York, in pleasant community of 
under 100,000. Clean inventory. Ap- 
proximately 5000 paid-up accounts, 
favorable lease. $50,000 full price in- 
cludes stock, fixtures and receivables or 
would possibly consider partnership 
with qualified person able to pass rigid 
investigation. Principals only. Address, 
“S, 7000,” care of JC-K. 

ESTABLISHED JEWELR Y STORE: Mia- 
south town 22,000; surveys show double 
population next 15 years; 100% loca- 
tion: presently doing $75, 000 and turn- 
ing down credit business daily; $175.,- 
000 first year a certainty with credit 
and proper promotion ; November, 
December volume will equal asking 
price: very clean stock: fully equipped 
2000 foot store: immediate or January 
1 possession; cash only; address “P, 
6961," care of JC-K. 

PRESTIGE jewelry store, established 
many years in No. Carolina City 
of more than 50,000. Modern, pro- 
gressive, air conditioned, best lo- 
cation. Trading territory 470,000 
people, with best lines of watches, 
sterling, china, crystal. Sales in- 
crease first 6 months 1961, 10%. 
Owner retiring. Address, “C, 6967, 
care of JC-K. 








FOR SALE 
Tools, Equipment 


MACHINES; Hermes Engraver, Her- 
mes-Sonic Cleaner, L & R heavy 
duty, Watch-Master Timer, gold 
stamping & bow, also ring sizer, 
check protector, watch-maker’s 
bench. All in excellent condition. 
Write, R. GALE, 2662 W. Jefferson, 
Trenton, Michigan. 

JEWELRY REPAIRING AND MAN- 
UFACTURING. Equipped melting 
furnaces, centrifugal casting, also 
sand-cuttle bone and carbon. Roll- 
ing mills, hammer, presses. Over 
200 regular accounts. Long lease 
available, will consider capable abil- 
ity on option or working plan. 
Owner ill. Address, “H, 6986,” care 
of JC-K. 





_ BUSINESS OPPORTUNITIES 


ARE YOU PLANNING to sell or liqui- 
date your store? We will buy or work 
with you on a profitable basis to you; 
20 yrs. experience; call or write WOOD 
& SONS, 29 E. Madison, Chicago, Ill. 
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CONSULT M. Y. FINKELMAN, 29 E. 
Madison, Chicago; since 1923 highest 
cash prices paid for diamonds and all 
other jewelry stocks. Call collect DEar- 
born 2-3407 ; reference, your bank. 


BRILL AND COLMES, auctioneers- 
Sales specialists; 45 West 45th St., 
N. Y¥. C., over 35 years’ successful 
retail or auction sales for jewelers 
throughout the country; highest 
references; see our ad, page 141. 


WILSON SALES SYSTEM: 106 Thornton 
st., Albany, N. Y.:; promotional liquida- 
tion estate sale; specialists since 1919: 
over 2000 jewelers have used our serv- 
ices; buy stores for cash; write, wire 
or telephone, Albany, HObart 5-1103. 

SALES-BOOKING NOW): personal serv- 
ive; consignment goods: best refer- 
ences ,; zo anywhere; lowest terms: ex- 
perienced; results guaranteed: YOU 
must make money: YOU must come 
out on top: HARRY I. JACOBS, 
JACOBS PROMOTIONS, 226 S. W. 5th 
Ave., Miami, Florida; FRanklin 4-9363. 

WHOLESALE DISTRIBUTOR WANT ED, 
to carry Israeli made 14 & 18K gold 
jewelry line’ including rings, watch 
attachments, bracelets, religious charms, 
ete. Contact OFFICE OF THE ISRAEL 
TRADE COMMISSION, 850 Third Ave., 
Suite 605, New York 22, N. Y. PLaza 
2 eb HOD. 


JEWELERS’ SALES SERVICE, the 
oldest in the West; AUCTION-AC- 
TION —flat or promotional 25 
years’ sales experience; your repu- 
tation protected; new inventory on 
memo; we pay cash for stores or 
stocks; PHONE, WIRE, WRITE: 
JEWELERS SALES SERVICE, 
09124, S. Main St., Los Angeles 13, 
Calif.; MAdison 6-0828; WEbster 
| -9521. 


DEALERS LIQUIDATION SERV- 
ICE; The West Coast’s largest spe- 
cialists in AUCTION—ACTION— 
PROMOTIONAL — CLOSEOUT— 
RETIREMENT SALES; cash buy- 
ers of entire inventories and es- 
tates; for information at absolutely 
no obligation, PHONE—WIRE— 
WRITE to DEALERS LIQUIDA- 
TION SERVICE, 742 N. Highland, 
Los Angeles 38, Calif.: OLdfield 
6-2839. 


MARTY MILES SALES INC.; guar- 
antees quick action-cash profits; 
our service costs you nothing; tes- 
timonial letters from hundreds of 
jewelers prove the cost of each sale 
is turned into a profit by terrific ex- 
tra volume of sales profit-wise our 
efforts produce for you; every sale 
is carefully analyzed; planned in 
advance and is under constant su- 
pervision of our extensive staff; 
you can afford the best: write, wire, 
phone, MARTY MILES SALES, 
INC., 7740 S.W. 29th, Miami, Fla. 


ED TO PURCHASE 


ee 
1 


VRIVATE PARTY wants to buy estab- 
lished jewelry store, located in Queens, 
Nassau or Suffolk. Have $25,000 cash 
to invest. Address, ‘‘661,"" care of JC-K. 

ISED NEW HERMES Engraving Ma- 
chine in good condition. Seller must be 
within 150 miles of Lima, Ohio. In- 
—- before purchase. Address, “B, 
7009,” care of JC-K. 


WE EW ILL BU Y established fine qual- 
ity jewelry stores in selected cities 
coast to coast; FINLAY DEPART- 
MENTS INC., 64 W. 48th St., 
New York 36; ClIrcle 5-7707. 
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PLATINUM SCRAP WANTED: $3.00 
per dwt; 18K _ gold, $1.22 per dwt; 
14K, 95ec; 10K, 68c: silver 65c per oz; 
bonus prices for gold filled: ship as is, 
we'll segregate: L. E. SIMMONS RE- 
FINING CO., 440 N. Orleans St., Chi- 
cago 10, Ill. 

OL D GOLD AND JEWELRY WANTED: 
cash immediately for surplus stock, odd 
lot items; we also pay highest prices 
for gold, silver and platinum scrap, 
gold coins, diamonds, gold filled, etc. : 
for full particulars, write, WILMOT’S, 
1067 AD, Bridge, Grand Rapids 4, Mich. 

WE WAN T TO PURC H ASE a whole- 
sale diamond business or diamond 
ring business. We will make an at- 
tractive offer to right concern. Will 
consider keeping personnel. Give 
details in confidence or have your 
attorney contact us. Address, “A, 
6966," care of JC-K. 


WANT TO BUY established quality 
jewelry store, realistically priced; 
prefer Southeastern states; please 
state approximate inventory and 
lowest price for spot cash; address, 
CHARLES SHANE, JR., 9102 W. 
Bay Harbor Drive, Miami Beach 
54, Florida. 

SELL ’EM TO CEL-MAX FOR QUICK 
CASH! Top prices for trade-in watches, 
jewelry, old gold; money by _ return 
mail for all makes and models _ in 
trade-in watches in any quantity; all 
shipments held intact for your ap- 
proval: ref. Dun & Bradstreet and Na- 
tional Bank of Commerce: Cel-Max, 
Inc., 582 S. Main St., Memphis, Ten- 
nessee 

ARE You PLANNING TO GO OUT 
OF BUSINESS? You owe it to 
yourself to consult (without obliga- 
tion) America’s oldest, largest and 
most reliable service in cash buying 
and liquidating jewelry stores and 
stocks ; write for our free booklet, 
“Dollars and Sense Facts About 
Selling a Jewelry Store.” (See our 
page advertisement) GORDON 
BROTHERS, 38 Bromfield  St., 
Boston, Mass., H Ancock 6-3233. 


CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scraps, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National 
Bank of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet, Weinman’s Dept. K., 
108 Beale Ave., Memphis, Tenn. 


NEED CASH? READ THIS: Reason 
why I pay up to 25% more than 
others for diamonds, watches or 
anything around store, I have a re- 
tail store and manufacturing shop; 
will give much more than scrap 
gold price for old mountings, etc.; 
check mailed same day; if not sat- 
isfactory will return insured pre- 
paid; get my offer first; one of the 
oldest established stores of its kind; 
small amount or entire store; 
transactions confidential; refer- 
ences; Jewelers Board of Trade, or 
your bank; BROMLEY, 35 Fifth 
St.. North (Bromley Bldg.), St. 
Petersburg, Florida. 








“WATCH We etc., 
for the TRADE 


KEITH WATCH SHOP: any watch 
cleaned and “staff, $4.25: automatics 
timing; write KEITH W ATCH SHOP, 
313 Mulbe srry, Rockford, Illinois. 





BOSTON, MASS.;: expert and guaranteed 
watch repairing ; Watchmaster tested ; 
prompt service ; prices on request ; mail 
orders invited ; ‘DAV ID MIGDAL & CO., 
109-B Summer St., Tel. HU 2-9547. | 

MID-WEST’S FINEST TRADE SHOP; 
watch repairs to the trade; 5 days serv- 
ice: low prices; one full year guaran- 
tee: STUDIO WATCH REPAIR SERV- 
ICE, 20 E. Delaware Place, Chicago 
41, IM. vil 

RELIABLE “TRADE watch repairing ; ex- 
cellent service ; clesteansantie timed ; 
cases polished; work guaranteed; rea- 
sonable prices: all watches insured; J. 
CAPARO, 1018 Belvoir Road, Norris- 
town, Pa. ee Oe 

WEST COAST, finest watch repair 
shop for the trade; 3 to 5 days 
service; low prices, one year guar- 
antee; watchmaster tested; compli- 
cated watches a specialty ; SC HIER- 
ER & SYDOW, 6812 Pacific Blvd., 
Huntington Park, Cal. 





SPECIAL ORDER WORK AND 
REPAIRS FOR THE TRADE 


- % * Ae 2 ; Pd 
repairing; new mountings 
diamond setting: HAROLD 

Kk. Madison St., Chi- 


JMWELRY 
furnished ; 
JAC ‘OBSON, 29 
eago 2, Ill 

E INC RUSTERS: stone and gold seal en- 
gravers; drilling; precious, semi-pre- 
cious stones: HARRY B RAUNFELD, 
encrusting over a quarter century, 71 
N: issau St.. New York 38, N. Y. 

SAD RESTRINGING: fast service: 
por k insured and guaranteed; best 
materials used: knotting a speciality : 
send to F. B. GREER, 87 East Main 
St., Mount Joy, Penna. ___ ‘ 

WRIST WATCH DIAL REFACING. 
Sharply printed pattern only on 
new white, black or colored face. 
50¢ prepaid. No luminous. Address, 


NEWDIAL, 331 Orchard St., El- 
gin, Illinois. 


FOR RENT, DIAMOND OFFICE. 
Will share Fifth Ave. address. 
Holmes Protection. Must have ex- 
cellent reputation and references. 
Immediate occupancy. Address “C, 
7018,” care of JC-K. 


MISCELLANEOUS 


WILL PAY $10.00 FOR COPY OF 
THE JEWELERS’ DICTIONARY, 
Published by JEWELERS’ CIRCU- 
LAR-KEYSTONE, second edition; 
URGENTLY NEEDED; reply at 
once to Box “6959,” care of JC-K. 


FOR SALE-CLEAR monoclinic cys- 
tal of emerald imperial green jade; 
may be examined at First National 
Bank, Rawlins, Wyoming only; 
write for appointment to MRS. 
ALTA TULLY, Rawlins—Casper 
Houte, Rawlins, Wyoming. 


COLLECTION SERVICE. Most ef- 
fective form I have ever used. Per- 
mit me to mail you 100 forms with 
envelopes with understanding you 
are to use 20 forms within 15 days. 
At end of 30 days you mail check 
for $8.50 or return the 80 unused 
forms. Write, DUVY’s JEWELRY 
STORE, Childersburg, Alabama. 








JEWELERS’ CIRCULAR-KEYSTONE, OCTOBER 1961 





INDEX OF ADVERTISERS 


“This advertisers’ index is published as a convenience and not as part of the advertising contract. Every care 


taken to index correctly. 


A 


Acon Watch Crown Co 
Admark 
\irguide Instrument Co. 
Amber Guild, Ltd 
American Israeli Diamonds 
American Jewelry Chain © 
\merican Telephone & Tel 
American Time Products, Div 
Bulova Watch Co., Ine 
Anri Woodearvings, Inc 
Anson, Inc. - 
Arch Crown Tags, Inc 


Baldwin Bracelet 

Ballou, B. A., & Co., Ine, 
Bande, Harry, S.P.R.L 
saumgold Brothers 

Beatty Mfg. Co 
Becker-Heckman Co., In¢ 
Benrus Watch Co. .. Insict 
Bieler, J., 
owman Technical Schoo! 


Promotions 


Ox B-6972 sme 

Bridal Ring Co., 

Brill & Colmes 

Brogan, Byard F. .. 
Brooklyn Folding Box Co 
Bulova Watch Co., Ine 


Carl-Art, Ine 

(‘atamore Co., 

Certified Metals Co. ; 
(*hicago Printed String 
‘hristmas Seals 

‘hurech & Co., Ine. 
‘lassified Ads aad 
‘Ollege Seal & Crest Co 
Copeland & Thompson, 
Croton Watch Co. 
Crowley, Charles F. 


D 


Debeers Consolidated Mines, 
Dennison Mfg. Co. : 
Diamond Masters of America. 
Dirilyte Co. of America, In: 
Lyoskow, Leonore, Inc. 
Dumont Emerson Corp. 


E 
Elgin National Watch Co 
Materials Div. 
Kureka Mfg. Co. 


Kamor Import C 
Feature Ring Co. 
Finkleman, M. Y. 
Kine China Assoc. 
Fisher, J. M., Co. 
rlowers of Hawaii 
Fondeville & Co., Inc. 
Forstner, Inc. 
Fostoria Glass 

Freed, Edwin 


JEWELERS’ CIRCULAR-KEYSTONE, OCTOBER 1961 





will be 


No allowance will be made for errors or failure to insert.” 


G 
rem City Business College 
7emex Precision Metals, Inc 
Gemological Institute of America 


tse. Ges SA sees oe 
Gift Box Corp. of America 


Gleamlight 

Goldenstein, Joachim 

Goldsmith Brothers, Div 
National Lead Co . 

Goldstein-Gerson Co., Inc 

(;o0dman, Julius & Sons, Ine 

(;ordon Brothers 

Gordon Jewelry 

(;orham Co., The 

(;uiness, Louis F., Inc 


Hamburger, H 

Hiamilton Watch C 
Handy & Harman 
Heuer Timer Corp. 


Imperial Pear! Syndicate 
International Nickel Co., 


International! Silver C 


Jean's Silversmiths, 


Jewelers’ Circular- 


Kahn-Jacobson, In 

Kalbe Co. en 

Karlan & Bleicher 
Keepsake Diamond Rings 
Kestenmen Brothers Mfg. 
Kevstone Camera Co., Inc. 
IKXLimberly Gem Co., 

Kinney Co., The 

Kupper, Herman C., 


Levine, William, C 

Levys, Christie & Co., Inc. 

Libby’s Camera Co 

Linde Co. . she ara 

Lindley Div. Federal Paper 
Board Co., Inc 

Longines-Wittnauer Watch Co 


Lunt Silversmiths 


M 


M & M Jewelry Creations, 
Maddock & Miller, Inc. 
Malden Enterprises 
Mason Box Co. 

Meeker Co., 


Namiot, Charles re ve 

National Cash Register Co. 

National Findings Corp. 

Neptune Cultured Pearl Syndicate, 
Ltd. 

Newall Mfg. 

New Hermes, Inc. 

Nordt, John C., Co., 

North American Philips Co. 

Norwegian Silver Corp. 


*eeeeeeee 








0 


(ineida, Ltd 119, Outside Bas 


Opalite, Ine 


P 


Pacific Mills 

Parker Pen Co., The 
Pennwood Numechron Co 
Pictorial Paper Package Corp 
Popowich, J. L., & Son 


R 


acine, Jules & Co., Ine 
temington Portable Typewriter 
Sperry Rand Corp t 
tobinson, Barnett, Inc 

ronson, Ine. 

toval Typewriter, Div 

{ orp 


S.W.L., Ime ~T 

Sarkin, David, Ine 
Sassen, George ede ae 8 
Schneider, William, Inc. 
Schuler, George & Co., 
Sel-Rex (orp. 

Sessions Clock Co secs 
Silverman Sales Enterprises 
Sony Corp. of America 
Springfield Leather 
Stanley Creations eck a 
Star Ring Mfg. Co., Inc 
Stardust Watch Co., Inc 
Stratton of London, Inc 


T 


Taylor Instrument Cos <a <0 
Texas Instruments, Inc., General 

Plate ProgwuctS ....cccccccces 141 
Transistor World Corp. . 66 
Traub Mfg. Co. 105, 106, 149 
Treasure Jade Factory of Chicago, 


Inc. ‘etaky- 28 


Trifari v6 


["ltrasonic Industries 
United States Time Corp. 


Van Nostrand, D., 
Velvet, Carol, Co. 
Viners of Sheffield 


Ww 


Wallace Silversmiths 

Want 

Watchmakers of Switzerland 
Wefferling, Berry & Co. 
Wells Mfg. Co. 

Westclox, Div. 

Widess, L., & Sons 

Winson, Charles F. 
Winston, Harry, Inc. 

Wood, J. R., & Sons 


Zippo Mfg. Co. 
Zodiac Watch 





+ (Beer gree 


FOURTEEN K? SEZ WHO? 


It has been a criminal offense, ever since 1906, 
to put a false quality mark on an article which is 
made in whole or part of gold or silver. The penalty 
can be a $500 fine or three months in a Federal 
penitentiary, or both. 

Unfortunately, until now, hundreds of profit- 
greedy manufacturers have been able to break the 
Federal Stamping Act without being fined a dime 
or jailed a day. They haven’t been caught because 
they haven’t had to trademark their merchandise. 

During World War II, the Federal Government 
itself was embarrassed by a phony quality mark. 
A number of Army-Navy “E” pins, awarded for 
excellence in defense production, turned green, 
although they were marked sterling. They were 
made of silver-plated brass; but there was no 
trade-mark on the pins to fix the blame. 

Phony quality marks on school and college rings 
of anonymous make have been a problem during the 
past decade. Weighing half an ounce, mounted with 
pearls or semi-precious stones and marked 14 K 
or even 18 K, these rings may sell for $75. Yet 
their gold content may assay at only 8 K, for a 
retail worth of $50 at the most. Again, no trade 
mark to establish responsibility for the deception. 

Sometimes an item may have several parts, only 
one of which has a quality mark. The retail jeweler, 
or the customer who buys such an article, is apt 
to assume that the other parts, although unmarked, 
are made of the same material. Sad to say, this 
isn’t always so. 

Last month, the Manufacturing Jewelers & Sil- 
versmiths of America Inc. investigated such an 
item. It was a packaged neck chain fitted with a 
jump ring to which was attached an ornament 
mounted with a cultured pearl. The card in the 
box and the ornament itself were marked sterling 
silver. But the metal in the ornament, the jump 
ring and the chain assayed only .380 silver. The 
chain was silver-plated brass. And again no trade- 
mark. 

Impcrted items have posed thorny problems, too. 
A cultured pearl pin was described by cards and 
advertising as “14 K rolled gold,” without a frac- 
tion to show what proportion of the weight of the 
metal was gold alloy. Actually, no part of the pin 
approached 14 karat fineness. It was impossible to 


discover who imported this illegally-marked pin 
from Germany. 

The recent change in the Federal Stamping Act 
(see story on page 128) should go far to protect 
the retail jewelry industry and the buying public 
from fraudulent quality marks in the future. For 
the law now requires that whenever a quality mark 
is applied to an article made in whole or part of 
gold or silver or an alloy of either metal (including 
rolled gold plate, gold plate, gold filled, silver plate 
or gold or silver electroplate), the registered trade 
mark of the manufacturer, importer or dealer must 
be applied as close as possible to the quality mark. 

False quality stamping will no longer pay, be- 
cause mismarked merchandise can be traced to its 
source through the trade mark that accompanies 
the quality mark. 


x «wk 


The Jewelers Vigilance Committee deserves chief 
credit for this improvement in the Federal Stamp- 
ing Act, with a strong assist from the Manufac- 
turing Jewelers and Silversmiths of America Inc. 
and useful support from other organizations. 

It was P. Irving Grinberg, JVC’s executive secre- 
tary, who led the fight. With tireless energy, last 
year and this, Mr. Grinberg met in Washington 
not only with Congressional Committees but with 
representatives of many Government departments 
and agencies which have a voice in legislation—the 
Departments of State, Commerce, Justice and 
Treasury, the Federal Trade Commission and the 
Bureau of the Budget. 

All men of good will throughout the Jewelry 
industry will be indebted henceforth to JVC for 
this successful fight for responsible marking. Manu- 
facturing jewelers, wholesale jewelers, retail jew- 
elers may want to show their gratitude in some 
manner. How to demonstrate their thanks? Why 
not do so in a way which will help JVC continue 
in existence and broaden its work on behalf of the 
jewelry industry? Send your membership check 
to Jewelers Vigilance Committee, 15 W. 44th St.., 
New York 36, N. Y. And do it today, while you 
are thinking about it. 


fllsuillp d Wheel 
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BENRUS 
\CONDITION ALLY 
UARANTEES 
VERY WATCH 

FOR. 

FULL YEARS! 


WATCHWORD FOR 
QUALITY...VALUE...INTEGRITY 


Moe A Csry Le. PROFITS) 








The Benrus 3 year guarantee... plus the superb 
Styling, packaging, and pricing of the Jewelers 
Limited Edition—yours exclusively to sell and to 
profit from in every price range. 


You'll swear your Benrus has 
nine lives, too, because Benrus 
watches are built to 
last...and last and last! 
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COMMUNITY’... the finest silverplate 


f 


IN HOSTESS DRAWER CABINET 
This is beauty that sells! De- 
signed in traditional beauty, the 
newest pattern of the world’s 
most treasured silverplate, in an 
impressive Hostess Cabinet. 
Cabinet available in rich mahog- 
any or lustrous maple finishes, 
with drawer pull of polished brass and 


fabric lining of Cordroyal “Holiday Red.” 


The Hostess Cabinet or the optional 19” flat Colonial Chest is also available with all patterns. 


FREE! 


2-PIECE 
SERVING SET 


LIMITED OFFER— 
| ACT NOW-STOCK UP! 


With 52 or 76- 
piece service in Host- 
ess Cabinet or Colonial 
Chest. Matching cold 
meat fork and grav 
ladie in handsome gift 
box. A powerful sales 
stimulator! 


Makers of Fine Sterling, Silverplate, Stainless and Melamine Dinnerware 
*Trademark of Oneida Ltd., Oneida, N.Y. 























